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Rough Proofs 


A New York company is looking 
for a man “who visualizes pub- 
licity as something beyond leg 
art.” 

But who constantly keeps 
mind the weaknesses of editors? 


in 


. 3 F 


ADVERTISING AGE refers to a 
Northwestern radio group com- 
posed of 25-watt stations. 

Sure you’re not talking about 
electric light bulbs? 


7. 9 = 


American Weekly lists the 12 
basic human interests, and leaves 
out eating. On second thought, 
perhaps that necessary and pleas- 
ant activity is included under the 
heading of “Recreation.” 


- VS 


A non-scheduled air transport 
operator, it seems, is one who 
just happens to be running his 
planes at the time the public 
thought they were going to fly. 


— = © 


A classified advertiser is inter- 
ested in “a young lady with ad- 
vertising and sales instinct who 
likes people.” 

One at a time, or en masse? 


, Vv ¥ 


Wrigley’s Juicy Fruit is “the 
chewing gum with the fascinating 
artificial flavor.” 

Fascinating copy like that 
why advertising men were born. 


is 


7, 7. 


The Indianapolis News _ says 
people gulp their coffee in the 
morning and sip it at dinner. 

That’s right—it’s the only way 
to find out if it’s good to the last 
drop. 

- 3 2 


The Akron Ad Club has in- 
creased its membership from 250 
to 325. That’s an evidence of in- 
flation which should be entirely 
appropriate in the tire capital. 


7" 33 


“One out of two Atlantic readers 
writes letters to editors and Con- 
gressmen,” brags the ad. 

They either have strong opinions 
or are easily irritated. 


. } ¥ 


“The Outlaw” continues to have 
distribution troubles, this time in 
New York. Jane Russell has had 
more publicity and less exhibition 
than any other movie actress alive. 


7 Vv 


NAB convention attendants still 
insist when Charles R. Denny re- 
tires from the FCC, he can get a 
good job writing gags for the radio 
comedians, 


- Tay 


Henry Morgan may well have 
a brilliant future, says the Cre- 
ative Man, but not in making fun 
of advertising. Every knock isn’t 
a boost if you have to pay for it 
yourself. 
Copy Cus. 
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Ad Costs Down, Not Up, 
Media Analysis Reveals 


Cost of Making Ad Impression Moves 
Counter to Trend in Most Other Lines : 
By ROBERT MURRAY JR. 
Advertising rates have gone up, and there is every likeli- 
hood that they will go still higher. But the cost of a potential 


advertising impression in most major media has NOT gone 
up. In many cases, it has actually declined below the prewar 


(1939) figure. 


This is the startling fact that ADVERTISING AGE has un- 
covered in a careful analysis of the prewar and present cost 
of delivering an advertising message. It means that adver- 
tising, especially when compared with soaring indexes of 
wages, prices and cost of living, is a far better buy now than 


it was in 1939. 


The broad outlines of what has 
happened to media costs in rela- 
tion to general costs, as well as to 
advertising production costs 
(which have risen sharply) are 
shown in the chart on this page. 
The figures on general costs and 
on production costs have been 
gathered from a variety of sources. 
Some are from government 
sources, some from business or- 
ganizations, some from careful 
checking by AA. Many of the 
general costs have already risen 
further since the chart was made. 
Some may not be accurate to the 
last fraction (such as the direct 


mail cost, which is based on prepa- 
ration cost and does not take 
postage into account), but they are 
accurate enough to show the gen- 
eral pattern. 


Based on Different Rates 
In the case of business papers, 
newspapers and magazines, the 
figures are based on an actual 
determination of rate per page (or 
per line) per thousand circulation, 


LAST MINUTE NEWS 
FLASHES ARE ON PAGE 175 
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or on the milline rate. The outdoor 
figure is an estimate from the in- 
dustry, not adjusted to circulation. 
The car card figure is also an in- 
dustry estimate, but is adjusted 
to circulation. The network radio 
figure is an industry guesstimate, 
because no over-all rate per thou- 
sand listeners, actual or potential, 
can be developed for network 
radio as a whole. 

But taking into account both in- 
creased rates and_ circulations 
since 1939 for those media for 
whish figures can be secured, Ap- 
VERTISING AGE kas found: 

1. The milline rate of all U. S. 
newspapers declinet 8.7% from 
1939 to 1945, according to Editor 
& Publisher, as a result of a 42% 
increase in circulation, compared 
with a line rate increase of only 
28.6%. The milline rate of 36 
metropolitan papers in 10 leading 
cities declined 0.3% between 1939 
and 1946, according to an ADVER- 
TISING AGE computation, and at 
the same time a representative 
group of papers in smaller cities 
decreased their milline rates 2.8%. 

Z, The advertising rate per 
thousand readers of 31 


is now 3.5% lower than it was in 
1939. 

3. The rate per page per thou- 
sand readers of business papers 
increased 8% between 1939 and 
1946. 

4. The rate per rider for trans- 
portation advertising is now ap- 
proximately 17% lower than it 

(Continued on Page 70) 


Seagram Divisions 
Start Hold-Line 
Price Campaigns 


National Ups Bonds; 
Schenley, Walker 


Make Increases 


NEw YorK—AIl domestic sub- 
sidiaries of Distillers Corporation- 
Seagrams Ltd., are expected to 
run campaigns announcing that, 
despite the ending of OPA con- 
trols, they intend to hold the line 
on prices. 

The first to get under way, Sea- 
gram-Distillers Corporation, ran 
a 1,000-line insertion to that effect 
this week in 152 newspapers in 
119 cities, through Warwick & 
Legler, and will follow with an- 
other next week. It emphasized 
“No increase in price” and “Same 
prewar quality.” 


Calvert, Carstairs, Too 


Calvert Distillers Corporation is 
preparing an 800-line insertion on 
this theme, through Lennen & 
Mitchell, to run next week in 
about 250 newspapers in 170 cities, 
and others may follow. Carstairs 
has an 800-line hold-the-line ad 
in the works for next week in 
100 eastern newspapers, through 
Lennen & Mitchell, and other 
Seagram subsidiaries — Browne 
Vintners, Frankfort and William 


Jameson—are expected to run 
similar campaigns. 
Meanwhile, neither Schenley 


Distillers nor National Distillers 
Products Corporation plans to say 
anything im advertising about 
prices. Both, in fact, are planning 
some increases. Schenley is said 
to be raising the price of Golden 
Wedding blended whisky, and 
Hiram Walker of Canadian Club. 


Up $3.58 Per Case 


National told AA that the price 
of seven eastern bourbon blends 
—Black Gold, Blue Grass, Bond & 
Lillard, Hill & Hill, Old Hermi- 
tage, Old McBrayer and Old 
Sunny Brook—is being raised 
$3.58 a case to distributors, with 
increase in the whisky content 
from 29 to 35%. 

Increases in National’s bonded 


Account Shifts 
but Agencies 
Remain Happy 


St. Lours—With no gnashing of 
teeth on the part of anyone con- 
cerned, the David G. Evans Coffee 
Company, roaster of Old Judge 
coffee, switched advertising agen- 
cies and then—peace, it’s wonder- 
ful—played host to both the old 
and the new agencies at a lunch- 


leading | 
magazines and farm publications | 
| sion, Ruthrauff & Ryan, St. 


eon. 

The coffee company announced 
that due to its territorial expan- 
Louis, 
withdrew fromm the picture and 
the business was formally handed 
to Glen R. Stocker & Associates. 

At the same time, the company 
announced that if had recently 
become a division of Airline Foods 
Corporation but that the David G. 
Evans Company would continue 
to function under its present name. 
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whiskies, it was explained, are an 
adjustment to “return to the com- 
pany the prices currently charged 
for blended whisky.” Specific in- 
creases in price per case to dis- 
tributors are Old Grand Dad and 
Old Taylor, $15; Old Crow, $21.20, 
and Old Overholt, $22.79; Mount 
Vernon blended whisky has been 
raised $6.28 a case to distributors, 
with increase of 35 to 51% in 
whisky content. Price and for- 
mula of PM blend remain un- 
changed. 


Soap Sponsor Buys 
New Serial for CBS 


Manhattan Soap Company, New 
York, which had planned _ to 
switch its “Barry Cameron” day- 
time serial from NBC to CBS this 
month (AA, Oct. 7), now has de- 
cided to drop this program in 
favor of a new Frank and Anne 
Hummert production, “Rose of 
My Dreams.” 

The new show, for Sweetheart 
soap, will be aired Mondays 
through Fridays, 2:45-3 p.m., EST, 


starting Nov. 25. Agency is Duane 
Jones, New York. Manhattan 
Soap also sponsors “The Strange 
Romance of Evelyn Winters” on 
CBS. 


Gets Knitwear Account 


Myrna Knitwear Company, New 
York, manufacturer of children’s 
and men’s. knitted wear, has 
named the Gravenson Company, 
New York, to handle its advertis- 
ing. Magazines and trade publi- 
cations will be used. David H. 
Harris, formerly on the creative 
staff of S. R. Leon Company, has 
been appointed a copywriter of 
the agency. 


Tufts Joins Bothwell 


as Hollywood Manager 


Nathan A. Tufts has resigned as 
vice-president and director of the 
Hollywood radio department of 
Ruthrauff & Ryan to join W. Earl 
Bothwell, Pittsburgh and New 
York agency, as head of a new 
Hollywood branch at 1624 N. Hud- 


son Ave. 
Before joining R&R in 1934, 


Mr. Tufts was with J. Walter 
Thompson Company. Four years 
ago he assumed charge of the 
Hollywood radio department, be- 
— vice-president of R&R in 
1943. 


Muscle-Rub to JL&F; 
Map $150,000 Campaign 


Muscle - Rub Company, Phila- 
delphia, has moved its account 
from the Solis S. Cantor Advertis- 
ing Agency to Jasper, Lynch & 
Fishel, Philadelphia. The com- 
pany has appropriated $150,000, to 
be spent next year in small space 
copy in newspapers only. 

Product promoted will be 
Muscle-Rub liniment. 


Engel Heads WLIB Sales 


Arthur A. Engel, recently re- 
leased from four years of active 
duty in the Marine Corps, has 
been named sales manager of sta- 
tion WLIB, the New York Post- 
owned station. Before the war 
he was with the Washington Post 
and in radio in Washington and 
Chicago. 
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Nestle’s Account 


fo Compton Agency; 
Bills $1,500,000 


New YorK—Nestle’s Milk Prod- 


ucts, Inc., has chosen Compton 
Advertising, Inc., to handle the 
advertising for Nescafe and 


Nestle’s canned milk and baby 
foods. The account billed approxi- 
mately $1,500,000 and has been 
handled by Leon Livingston Ad- 
vertising Agency, San Francisco, 
for the past 10 years. 

Besides Livingston and Comp- 
ton, agencies invited to make 
presentations on the account in- 
cluded William Esty & Co., BBDO, 
McCann-Erickson, Cecil & Pres- 
brey and Ted Bates, Inc. (AA, 
Oct. 21). The New York office of 
Livingston also handles Italian 


Where there are more people — 


YOU CAN SELL MORE 
FOOD and BEVERAGES 


but are you sure your 
advertising covers this 


larger market? 


IN THE 11 WESTERN STATES 


¥, of all retail sales are made 
outside the six largest cities 


Three people out of four — and three stomachs out of 


four — are outside the six largest cities in the 11 


Western States. 


This is the 300 Million Dollar ‘‘Eats and Drinks’’ market 


Let us send you full details. 


in which Hometown Daily Newspapers give you 70% or 
better coverage. Nothing else can give you this coverage. 


It just makes sense to allocate your advertising according 
to the SALES available to you in this market. 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 
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~ FOOD-AND- 


IN THE HOMETOWN 


BEVERAGE SALES au 


: 37 FOOD-AND-BEV- | 
ERAGE SALES IN 


“THE 6 LARGEST CITIES 


637 


OF THE FOOD-AND- 
BEVERAGE SALES IN THE [] 
11 WESTERN STATES ARE MADE IN THE 

HOMETOWN DAILY NEWSPAPER MARKET 


HOMETOWN DAILY NEWSPAPER 


Swiss Colony wines, a unit of 


Schenley. 


Part of Unilac 


The Nestle company is a part 
of giant Unilac, a Swiss combine 
with subsidiaries all over the 
world. In 1936 the Nestle and 
Anglo-Swiss Holding Company 
and Unilac, Inc., were both formed 
in Panama. When war broke out, 
the management of the world 
combination was moved from 
Switzerland to Stamford, Conn. 
Plans are now under way for the 
eventual return of headquarters to 
Switzerland. 

The holding companies have 
been decentralizing their subsidi- 
aries since the last war. Over-all 
planning and supervision is car- 
ried on by an executive commit- 
tee whose chairman is E. Muller, 
Nestle and Anglo-Swiss Holding 
Company. M. Paternot, G. Hugue- 
nin and A. Perrochet, all of the 
holding company; D. F. Norton, 
chairman of Nestle’s Milk Prod- 
ucts, Inc.; F. B. Spencer, director 
and general manager of Nestle’s 
(Australasia) Ltd., Sydney, and 
J. W. Gwynn, chairman of Nestle’s 
Milk Products Ltd., London, are 
all on the executive committee. 
Combined sales of all subsidiaries 
are estimated at more than $200,- 
000,000. 


Adds Kohler Chocolates 


Nestle’s Milk Products, Inc., 
New York, does an annual busi- 
ness of close to $50,000,000, with 
19 factories and 1,800 employes. 
The Nestle’s chocolate products 
were added in 1907 to the com- 
pany’s food line through an agree- 
ment with Peter Kohler Chocolats 
Suisse, S. A., but these were pur- 
chased by Lamont, Corliss & Co. 
in 1909. 

Nestle’s cheese products are 
handled by two subsidiary com- 
panies—the Holland Food Corpo- 
ration, imported Dutch cheeses; 
and Gerber & Co. Nestle’s 
Gruyere-type cheese. The latter 
account is handled by Chas. W. 
Hoyt Company, New York. 

The Nestle and Anglo-Swiss 
Holding Company subsidiaries ac- 
count for about 36 milk and food 
products in countries all over the 
world. 


Joins Donnelley Agency 
Dave G. Wolaver, formerly in 
the copy department of Howard 
Swink Advertising Agency, 
Marion, O., has been appointed 
account executive of Lee Don- 
nelley Company, Cleveland. 


Cody Joins ‘Journal’ 
Robert J. Cody, formerly with 
the public relations staff of Jant- 
zen Beach, Inc., has joined the 
advertising sales department of 
the Journal, Portland, Ore. 
Bie get: ee 


“GREENWICH 
LEADS! 


Tops Every Market in 
Connecticut 
in Net Per Capita Buying 
Power! 


CONNECTICUT 
Per Capita Buying Power 


$1,449 


GREENWICH 
Per Capita Buying Power 


$2,269 


(Source—1946 Sales Management 
Survey of Buying Power) 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 


New York Chicago Boston 
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POST IN FIRST PLACE 


The Saturday Evening Post is first in lineage among weekly 
magazines at the 1946 three-quarter mark. 


Lineage gains during this period were greater than the combined 
gains of the second and third place weeklus. 


And this is a tribute to Post Editors. 


For Advertisers discerningly give first place to the magazine that 
the nation’s leading families place first. 


The POST always has been a great magazine, and the Editors 
have made it greater. Reader interest of men, women, and youth 


has reached new heights. 
No other magazine offers so much great reading. 
And Advertisers have been quick to recognize the impact of the 
Post upon its readers. 


People like to read ads in the POST. 


Here is the record (P. I. B. figures) of the top three weeklies for 
the first 39 issues of 1946. 


Total Advertising Gain over 1945 
POST . - + + + + + 2859 Pages - - +--+ +--+ + + + 646 Pages 
LIFE . so + + + + + » 2591 Pages - - +--+ ++ + + + BVT Pages 
COLLIER’S - + + + + 1727 Pages - +--+ ++ + + + + 154 Pages 


THE SATURDAY EVENING POST 
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Ex-Admen Form 
Campus Sales Unit 


New YorK—A new campus sales 
distribution company, manned by 
veterans who are former adver- 
tising men, opened this week at 
1457 Broadway, New York. 

The organization, called Campus 
Sales Company, expects to have 
student representatives on the 
campuses at 400 universities. Its 
products, as lined up now, include 


|two magazines, a 
| women’s store, 


men’s and 
a leather goods 
company, and a line of collegiate 
novelties. 

Joseph Tankoos, formerly with 
Patjens Advertising Company, is 
president of Campus Sales. Other 
officers are R. Stuyvesant Pierre- 
pont Jr., formerly a principal of 
Lloyd, Chester & Dillingham; Wil- 
liam P. Wharton, formerly with 
Esquire and Patjens; R. Franklin 
Harwood, an attorney, and F. 
William Wahl. 


General Foods May Buy 
Third Mutual Show 


General Foods, through Benton 
& Bowles, has taken an option on 
the half-hour Mutual network pro- 
gram, “Juvenile Jury,” built 
around a forum discussion by five 
teen-agers. The show, which has 
been aired as a sustainer Satur- 
days at 8:30 p.m. since last May, 
is expected to be moved into the 
1:30 p.m. Sunday spot if GF picks 
up the option. “Juvenile Jury” 
would plug GF’s Gaines dog food. 
General Foods already sponsors 


’ 
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two Mutual shows, “Buck Rogers” 
for Corn Toasties and “House of 
Mystery” for Raisin Bran. 


Hillman Appoints 

Hillman Periodicals, New York, 
has appointed Don Harway & Co., 
Los Angeles and San Francisco, 
as- West Coast advertising repre- 
sentative, effective with January 
1947 issues. The West Coast firm 
will handle all territory west of 
the Rockies on Hillman Women’s 
Group, Hillman Detective Group 
and Hillman Comic Books. 


when you realize the importance of selling 
to Main Street America. Main Street mer- 
chants not only account for a tremendous 


volume of business but handling costs of 


their orders are low. 


Here’s an actual case of a manufacturer’s 
sales to two dealers, typical of thousands. 
Dealer A needed many quick (costly) de- 
liveries. His volume on 568 separate orders 
totaled $10,757, an average of only $19 
apiece. The manufacturer lost money selling 


to A, whose store is located in a big city 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U.S. A. 


GRAHAM PATTERSON, Publisher 


Philadelphia, 230 West Washington Sq. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. « * Detroit, General Motors Bldg. 


This Read 10 Pol 6 Cea 


Profit possibilities become profit certainty where inventories are hand-to-mouth. Dealer 


B’s account was profitable. He ordered only 
68 times. But his volume came to $14,058 
for an average of $207 ... more than ten 


times larger. B’s store is on Main Street 


where he has to keep plenty of stock on hand. 


Main Street sales for you are developed 
more easily when your sales messages are 
carried by the one medium directed to Main 
Street people—PATHFINDER Magazine. 
PATHFINDER is a clear road to—and an 
influential force in—more than 900,000 pros- 


perous town and small-city families. 


Pacific Council 
Urges Boost for 
Private Industry 


SANTA BARBARA, CAL.—Business 
men must tell the facts about 
business and its value to the 
American people, declared Don 
Belding, of Foote, Cone & Belding, 
before delegates to the ninth an- 
nual convention -of the Pacific 
Council, American Association of 
Advertising Agencies, held at the 
Biltmore Hotel here Nov. 4-6. 

In his talk headed “Dig Now or 
Die Later,” he emphasized pres- 
ent public indifference to the 
benefits of corporate enterprise. 
Management, he said, is just be- 
ginning to realize actually how 
widely the opinion-forming pro- 
fessions in their community are 
hostile to the system of private 
production for profit. He pointed 
out how, according to recent polls, 
teachers, preachers, professors, 
professional writers, radio com- 
mentators, and others who have 
the ear of the public or of the 
next generation, simply do not 
for the most part “believe in” 
corporations or have any trust in 
business men. The same _ holds 
largely true of manual workers 
and in general of persons in 
lower-income brackets, he de- 
clared. 


Some See Danger 


Many retailers, however, are 
alive to the danger which faces 
them and are using their adver- 
tising budgets to help relieve the 
situation, he said. Several in- 
dividual advertisers are already 
running major or minor educa- 
tional campaigns in behalf of the 
American competitive system. To 
accelerate this work and _ to 
channel it along constructive lines, 
a joint ANA-Four A’s committee 
has been formed. This committee 
is now actively exploring facts, 
techniques, do’s and don’ts, and 
ideas which business can apply 
at the national or local level to 
re-educate the American people 
on advantages of the American 
way of life. 

Pacific Council officers for 1946- 
47 are: Chairman, Warren Kraft, 
Honig-Cooper Company; _ vice- 
chairman, Charles E. Ferguson, 
BBDO, San Francisco; secretary- 
treasurer, Charles Devlin, Joseph 
R. Gerber Company, Portland. 
L. C. Cole, L. C. Cole Advertis- 
ing, San Francisco, and C. Burt 
Oliver, Foote, Cone & Belding, 
Hollywood, were elected to the 
advisory committee. 


Gosman Promoted to A.M. 


of Socony-Vacuum Oil Co. 


Paul Gosman, sales promotion 
manager of Socony-Vacuum Oil 
Company, New York, has been ap- 
pointed manager 
of the advertis- = 
ing and sales 
promotion de- 
partment, suc- ¥& 
ceeding Eben ¥ 
Griffiths, who has 
retired. : 

Mr. Gosman 
joined the Vac- 
uum Oil Com- 
pany in 1925 as 
assistant to the 
general manager 
of the automo- 
tive sales division. Following the 
merger of Socony and Vacuum in 
1931, he became a member of the 
sales promotion department. 


Paul Gosman 


Bicycle Group Names 


John Auerbach, who, before the 
war, was executive secretary of 
the New York State Restaurant 
Owners Association, which he or- 
ganized in 1938, has been ap- 
pointed executive secretary of the 
Bicycle Institute of America, New 
York. 
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THE INDIANAPOLIS STAR 


= Its New Sunday Magazine 


now ff Alco-gravure—Color 
i | ye 

polls, , 

sors, First Issue, Jan. 5, 1947 
PS * 


Circulation—in excess 


n 
co 
~ 
=} 


of 210,000 every Sunday 
faces & 


and f This addition to Indiana's largest 
A» Sunday newspaper—and the only one 


in central Indiana—brings your ad- 


raft, vertising program top _ readership 


ison, value. 


— Locally edited, filled with the Hoo- 
ling, | sier flavor, it is a short, straight line 


at 
> 
>) 


to Hoosier interest and Hoosier sales. 


Co. Monotone to four colors are avail- 
Oil able for fidelity reproduction of pack- 
age, product or sales message. The 


page size is |,000-line tabloid. 


Direct inquiries to 
Metropolitan Sunday Newspapers, Inc. 


or 
" | Kelly-Smith Company, national representatives 
the or 
— @ The National Advertising Department of The Star 
24 THE INDIANAPOLIS STAR 
ap- : Since 1936 The Star has been First in Indiana in Total Advertising Linage 
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Los Angeles Up 
20% in Population 
During War Years 


WASHINGTON—The population of 
Los Angeles soared more than 
300,000 between April, 1940, and 
January, 1946, the Census Bureau 
reported this week after a special 
study of the growth of the South- 
ern California war industry center. 

Reflected in the census was 
spectacular in-migration which re- 
sulted in population gains in every 
age group. With a higher birth 
rate, as well as the in-migration, 
Los Angeles had a remarkable in- 
crease in children under five, who 
also increased in number by more 
than two thirds since 1940. 


In the special census, made at 
local expense under a state sales 
tax act, the population totaled 1,- 
805,687, a 20% increase over the 
1940 figure. The female popula- 
tion was up 176,000 to 946,000. The 
male population was up 125,000 to 
859,000. 

Between April, 1940, and Jan- 
uary, 1946, the Negro population 
increased 108%, from 64,000 to 
133,000. “Other races’ were down 
from 34,000 to 17,700, presumably 
because of the removal of Japa- 
nese during the war. 


Kovacs Joins Agency 

George Kovacs, formerly adver- 
tising manager of Bellco Plastics, 
Inc., has joined Rea, Fuller & Co., 
New York agency, as account rep- 
resentative. 


Heads Grove Sales 


Carl H. Sigler, drug sales and 
merchandising executive for 20 
years, has joined Grove Labora- 
tories, St. Louis, as sales man- 
ager. He has been assistant sales 
manager and sales manager of 
surgical dealer sales for Bauer & 
Black, eastern sales manager for 
the Andrew Jergens Company, 
and sales manager for Glasco 
Products. 


Whitehall Renews Show 


Whitehall Pharmacal Company, 
New York, which dropped spon- 
sorship of ‘Real Stories from Real 
Life” on the Mutual network last 
month, has decided to pick up the 
five - times- weekly show again 
starting next Jan. 1. The 15-min- 
ute program, heard at 9:15 p.m., 
EST, is continuing meantime on a 
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sustaining basis. Agency for the 
sponsor is Dancer-Fitzgerald- 
Sample, New York. The product 
is Anacin. 


Study Cartel Operations 


“Cartels in Action,” a _ study 
being prepared by the Twentieth 
Century Fund, New York, ex- 
amines in case history fashion 
how cartels operate in a number 
of specific fields. The report is 
expected to be completed in a few 
weeks. 


Food Brokers Appoint 


National Food Brokers Associa- 
tion, Washington, has appointed 
Courtland D. Ferguson, Inc., of 
that city, to handle advertising. 
First insertions are scheduled for 
the New York Journal of Com- 
merce, 
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NEW YORKER 


No. 25 WEST 43nv STREET 
NEW YORK, 18, N. Y. 


(The New Yorker offers reprints of this advertisement to anyone who wishes to have them) 


‘Look’ Unit Takes 
Case to Public 


and Advertisers 


NEw YorK—The Look unit of 
the American Newspaper Guild 
was ready this week to embark 
on a new tack in labor-manage- 
ment struggles. In addition to 
advertising stressing its position in 
New York newspapers, it was 
sending to the magazine’s adver- 
tisers a letter asking them to in- 
tervene with its management. 

This decision culminated a long 
series of meetings between guild 
leaders and Look’s management, 
lately also attended by a federal 
conciliator, over the issue of pref- 
erential rehiring of employes laid 
off in an economy move (AA, 
Oct. 14). 

Although the Look unit has 
okayed a strike, there seemed to 
be every indication that negotia- 
tions would continue. The failure 
of the federal conciliator led one 
unit spokesman to assert that by 
next week “We may be on a 
picket line.” A spokesman for 
the management, however, ex- 
pressed belief that there would 
be no strike and that an agree- 
ment would be reached. Two of 
the discharged employes have al- 
ready been rehired, he said. 


Newspapers Talk Terms 


Simultaneously, the guild was 
watching wage negotiations with 
three New York newspapers, the 
Herald Tribune, Times and World- 
Telegram. Basic guild demands 
had asked a $125 per week top 
minimum (currently $90 in all 
three papers), along with in- 
creased vacation periods and holi- 
days. 

All three newspapers’ manage- 
ments had originally countered 
with pay raises based on various 
formulae but all constituting ap- 
proximately 20% increases. The 
Times’ offer was geared to a cost- 
of-living index, and was open to 
renegotiation should the cost of 
living fluctuate more than 14 
points in either direction. The 
Times unit rejected the offer 534 
to 3. Both the Herald Tribune, 
which had offered a flat 20% in- 
crease based on renewal of its 
present contract, and the World- 
Telegram had their offers turned 
down by local units. 

The guild’s collective bargain- 
ing committee is scheduled to meet 
this week and discuss the negotia- 
tions. Guild officials thought it 
likely that the basic demands 
would not be modified. 


Horne Store Names Potts 
Public Relations Head 


Alexandra Potts has resigned as 
merchandise and research director 
of Bride’s Magazine, New York, 
to join Joseph 
Horne Company, 
Pittsburgh, in the 
newly created 
post of public re- 
lations and re- 
search director, 
effective Jan. 1. 

Miss Potts en- 
tered the field 
when she organ- 
ized the Bride’s 
Shop at Lord & 
Taylor, New 
York, in 1928, a 
post she held eight years. She 
joined Bride’s in 1936, and three 
years later originated the Bridal 
Business Clinics, held annually by 
the magazine and attended by 
bridal secretaries and store execu- 
tives from every section of the 
United States and Canada. Four 
hundred bridal shops now operate 
in retail stores throughout the 
country. 


Two Elected V.P.s 


E. C. Bonia, general sales man- 
ager, and Charles J. Kayko, head 
of production and engineering, 
were elected vice-presidents of the 
Sparks - Withington Company, 
Jackson, Mich. 


Alexandra Potts 
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Seattle is first* in 


effective buying income per capita, 


among all United States cities of more than 250,000 


people. After payment of federal income taxes, 


each Seattle resident has a yearly income of $2,110 


... more than twice that of the nation as a whole. 


Washington State is first among all 48 states, too. 


Seattle is twelfth* in 


A retail sales among all United States cit- 


ies, with a yearly retail sales volume of $521 mil- 
lions. This places Seattle in the top rank of Amer- 


ica’s buying cities. 


Seattle’s leading newspaper is the Post - Intelligen- 
cer, with a circulation that blankets this area. It is 
the newspaper that women prefer, too . . . the per- 
fect, productive medium for carrying your sales 


message to this rich, buying market. 


“From Sales Management Survey of Buy- 
ing Power, May 1946 edition. 


Post-Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Stromberg-Carlson 
Offers $6 Adapter 
for FM Receivers 


ROCHESTER—Stromberg - Carlson 
Company claims to have a $6.35 
answer to the statement of a Gen- 
eral Electric official at the Na- 
tional Association of Broadcasters 
convention in Chicago last month 
(AA, Oct. 28) that he “doubted if 
there will be any” $10 converters 
for prewar frequency modulation 
radio sets. 

The statement was made by Dr. 
W. R. G. Baker, G-E vice-presi- 
dent, who is engineering commit- 
tee chairman of the Radio Manu- 
facturers Association, in referring 
to “the promised $10 converters” 
which would adapt receivers built 
for low-band FM to pick up FM 
stations on the new high band. 

Stromberg-Carlson heralded its 
converter, invented by George 
Driscoll, manager of WHFM, the 
company FM station here, as a 


“new and important engineering 
development which promises to 
restore the usefulness of many of 
the 350,000 prewar FM radio re- 
ceivers.” 


Effective on Most Sets 


The Driscoll adapter, as it is 
called, is made to be attached to 
the receiver chassis and serves as 
a replacement for the conven- 
tional, built-in FM antenna. Lee 
McCanne, Stromberg-Carlson’s 
general manager, emphasized, 
however, that the adapter “will 
be effective for use with most— 
but not all—of the prewar’ FM 
sets in working order today. 

The company has mailed to its 
distributors in cities with FM sta- 
tions samples of the converter 
kits for additional field-testing 
which, Mr. McCanne said, might 
“bring out some interference diffi- 
culties which the adapter will not 
be able to surmount.” 

The converter is made to sell 
for $6.35 plus installation charges, 
it was announced. 


CBS Signs Television 
Deal with Dodgers 


Columbia Broadcasting System 
pinned a feather in its television 
cap last week with the signing of 
the Brooklyn Dodgers to an ex- 
clusive, long-term contract for the 
telecasting of Dodger home base- 
ball games starting with the 1947 
season. 

CBS officials, who announced 
the deal Thursday afternoon, said 
plans call for video coverage of 
Dodger pre-season activities, in- 
cluding probably the filming of 
training-camp scenes. No sponsor, 
however, has been signed as yet. 
Recently CBS has been reported 


also trying to sign the New York | § 


Yankees to a television contract. 


Travel Bureau Opens 


Continental American Travel, 
Inc. has opened ground floor offices 


at 109 E. 57th St., New York. Re-| im 


cently organized by Robert L. 
Berenson, formerly European man- 
ager of the Grace Line, Continental 
American Travel will provide 
travel service throughout the 


world. 


Paul Cornell Back 


in Agency Field; 
Joins Funkhouser 
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about $1,000,000, expects to bill 
between $2 and $2.5 million from 
present accounts in 1946. Justin 
Funkhouser, president, told AA 
that he had “gone after’ Mr. 
Cornell because of his desire to 
expand the agency’s creative de- 
partment and build a New York 
office. 

Mr. Cornell started in advertis- 


New Yorx—Paul Cornell, past ing with the B. F. Goodrich Com- 
chairman of the American Asso- | P@?Y> and after World War I re- 


ciation of Advertising Agencies 
would-be U. S. Senator 
and a noted 
creative advertis- 


ing figure of the| New York’s Central Park.) From 
era between two 


world wars, has|wichaels, then formed the Hom- 
joined Justin 
Funkhouser 
& Associates, 
Baltimore, as cre- 
ative head and 


will be in charge|Kisemann account and organized 
of its New York/the Paul 


(1936), 
from Connecticut, 


office. 


Paul Cornell 
_|houser agency, 


turned to Goodrich in charge of 
marketing in the East. (He is the 
model for the central figure of a 
charging doughboy in a famous 
statue by Sculptor Carl Illava in 


Goodrich he went to Harry C. 


mann, Tarcher and Cornell agency 
in 1925. 
Starts Own Agency 
In 1926 he took the Fried- 


Cornell Agency. He 
merged with B. B. (Pat) Geyer 


The Funk-|in 1933 to form Geyer & Cornell, 
currently billing | which later became Geyer, Cornell 


EVEN HERE. EN EHE JUNGLE 


Photograph Courtesy University of Pennsylvania Museum 
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Power. Wherever man needs it — power. 


Deep under the earth, everywhere on the 
face of it, far out to sea. 


“Caterpillar” Diesel Engines are “pack- 
aged power” that men can take with them 
for scores of rugged jobs. 


These power-plants light communities, 
carry men in search of fish, help crush rock 
amid dust that would choke an ordinary 
engine, whir dependably while steel teeth 
whip through timber. 


Caterpillar Tractor Co., our client since 
1928, also builds the tractors, bulldozers 
and road machinery that bear the interna- 
tionally honored trade-name, “Caterpillar.” 


N. W. AYER & SON, INC. 


NEW YORK ° CHICAGO 
HOLLYWOOD 


LONDON 


& Newell. He brought 13 accounts 
into Geyer & Cornell, including 
Richfield Oil, Walker - Gordon, 
Hardman, Peck, Spool cotton, 
Oneida Community, Tetley tea, 
Fortnam & Mason and Eaton 
Paper Company. 


Four A’s, Mr. Cornell retired from 
advertising in 1936. “I wanted to 
become a United States Senator,” 
he told AA, and with this in mind 
he went to Washington, Conn., 
where he became headmaster of 
the Rumford School for Boys and 
plunged into Connecticut politics. 

He became public relations di- 
rector of the Republican State 
Central Committee, keynoted the 
state convention in 1938, and ran 
an unsuccessful campaign for the 
Senate in 1940. In 1938 he worked 
with Surgeon General Parran on 
the U. S. Public Health Service’s 
venereal disease campaign, then 
became the liaison man between 
the bakers and millers and the 
government. 


Strong Wallace Booster 


During the war he was chief 
of the office of the Bureau of 
Economic Warfare and is today 
one of the few Republicans left 
who retains a deep admiration for 
Henry Wallace, his former chief. 
He subsequently became national 
editor of the New York Herald 
Tribune. 

Location of the New York of- 
fice of Funkhouser has not been 
determined. 

The agency was recently ap- 
pointed to handle advertising for 
the French National Railways and 
also has Har-Tru Corporation, 
New York; R. M. Hollingshead 
Corporation, Camden; Laing, Har- 
rar & Chamberlin, Philadelphia; 
O’Sullivan Rubber Corporation, 
Winchester, Va.; Torvic Labora- 
tories, Inc., Hagerstown, Md.; Vic- 
tor Products Corporation, Hagers- 
town, and X-Part Mfg. Company, 
Baltimore. 

No new accounts will be added 
immediately, but “we expect to 
grow,” Mr. Cornell told AA. 


Names Bogner & Martin 

Bogner & Martin has been ap- 
pointed national representative of 
the Herald, Bridgeport, Conn. 
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| FOR CHRISTMAS AND ALL 
OCCASIONS 


Fancy Baskets tw Fruits 
Sent anywhere in U.S.A. & Ca 
Business Bervutives ween “us your gift 


GUARANTEED. tp el 

BASKETS $5.00 
Just Write or Wire Ts 

National Headquarters 

| ¥ FRUIT BY TELEGRAPH 

| 2337 Boardwalk, Atlantie City, WN. J. 

| Phone A. C, 4-3959 
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After becoming chairman of the 
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SOME ARTISTS work from within themselves with creative abandon, some artists go direct to nature 
and copy it with photographic accuracy. And of course there are the countless variations in between these extremes done in black and white or color. 
But no matter how the artist works, it’s the photo-engraver’s responsibility to duplicate the original in all its individual characteristics. 


eS: eee 
ses 


ollins y Miler ¥ Hudchings 
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~ ’ by 


P. S. If you would like a print of the above abstraction by 


R. Vale Faro suitable for framing, just drop us a line or phone us. But please 


don’t ask us to explain what it represents. 
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Appoints Mancuso | Brother & Co., Detroit, has been 


|appointed sales manager of La- 
Tony Mancuso, formerly in|Fontaine-Detroit Company, De- 
charge of production of D. P.|troit. 


NOW! we can tell 


your story to transit 


riders in BALTIMORE 


. « « to the tune of over 
31,000,000 riders a month 


Now advertisers can get the same, thorough service 
in Baltimore and suburbs that they have experi- 
enced in other areas covered by CarCards Inc. To 


sell Baltimoreans—day and night—call on us. 


Auburn 
Elmira 
New York City 


Akron-Youngstown 
Greyhound Suburban 
Cleveland Greyhound 

Suburban 


Toledo Suburban 


Detroit 
Greyhound Suburban 


Baltimore Monroe Suburban 
Cumberland cee ee 
Frederick ert 
Hagerstown Concord Little Rock 
Portsmouth Pine Bluff 


Chesdesten 


Morgantown Chicago Suburban 


‘Great Big Man in the South 
The GOLDEN BELT Jurmer 


NY WAY YOU LOOK AT IT — 
A GREAT MARKET! 


1945 Eff. Buying Income... 


$757,633,000.00 


30% of North Carolina Total! 
* 


The Raleigh News and Observer is the ONLY Morning and 
Sunday Daily published in the entire ‘Golden Belt” region. 
All-time high ABC circulation, 90,000 PLUS. 


Observer 
and a 


s and 


- ; ~ Raleigh, North Carolina 
Represented by THE BRANHAM COMPANY 


CBS Buys Space 


to Hint Critics 


Improve Listening 


NEw YorK — The Columbia 
Broadcasting System took occasion 
Nov. 3, in full-page advertisements 
in New York newspapers, to de- 
fend the job radio is doing “in the 
public interest” and to suggest, 
ever so politely, that maybe some 
listeners “don’t know how to 
listen . ...” 

The occasion was the switchover 
in the call letters of WABC, the 
net’s key station here, to WCBS. 
But the emphasis of the copy was 
upon “A brief inquiry into the 
availability of significant radio 
programs for the discriminating 
listener.” 

“We hesitate to advance this 
notion,” said CBS, “except for one 
reason; within radio’s vast audi- 
ence there are certain groups 
under the impression that radio is 
not adequately alive to the central 
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problems and critical dilemmas 
which the world is now facing.” 


‘Ignore the Evidence?’ 


Suggesting that such discrimi- 
nating listeners “may wish to con- 
sider one possibility,’ the network 
makes bold to propose: “Could it 
be that you don’t know how to 
listen? Could it be that your opin- 
ion is based on what you happen 
to hear instead of what you try to 
hear? 

“No one, we believe, claims that 
every. program on the air will 
please or interest every listener. 
Nor does anyone claim that radio 
is not guilty at times of the same 
immaturity of taste and viewpoint 
as any other popular agency of 
communication. But to believe 
that this is the rule rather than 
the exception, or that radio is in- 
sensitive to its times, is perhaps 
to listen carelessly, or to ignore 
the evidence.” 

U. S. radio stations, CBS argued, 
are “each striving to a greater or 
less degree to meet the demands 
of the critical minority.” In the 


case of WCBS, “no fewer than 130 
separate broadcasts of objective 
news report and analysis each 
week” are aired. In “further evi- 
dence,” a dozen and a half regu- 
larly broadcast features of WCBS’s 
program were listed as indicating 
that “at least one network and its 
key station is vigorously alive to 
the need” for such programs. 

“Maybe,” CBS hinted in closing, 
“you’re not listening to the right 
station. .. Maybe you’d better tune 
to BBC.” 

McCann - Erickson placed the 
WCBS copy. 


Henke Forms Agency 


Herman E. Henke, formerly with 
Henke, Mors & Govan, Inc., direct 
mail agency, has formed Henke & 
Associates at 10 E. Huron St., 
Chicago, to handle industrial ac- 
counts and act as broker of com- 
mercial artwork, retouching, copy, 
editing, etc. 

Marion L. Govan has resigned 
from Henke, Mors & Govan, to 
specialize in commercial writing 
at 174 E. Pearson St., Chicago. 


1S VOLUME 

* CIRCULATION 

ALWAYS THE | 
IMPORTANT 
FACTOR? 


| ASKINE GRIT REP, 


Yes—our druggist does a nice busi- 
ness. An average of 87 out of 100 
Grit families buy Cold Remedies, 
Deodorants, Hand Lotions, Head- 
ache Remedies, Laxatives, Razor 
Blades, Tooth Pastes and Powders, 
Hair Tonics, Cough Syrups, etc. And 


Grit families specify by brand, as 


shown in the 1946 Grit Reader 
Survey. Check this survey and see 
how Grit sells for its advertisers, and 


proves the sale. Grit is the only 


national publication tailored to fit 
the true Small Town Market—Grit 
has more volume of circulation in 
towns of less than 1,000 population 
than most any other national pub- 
lication regardless of its total 
circulation. 


*Small Town 
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Again! “WHAT THE FACTORY 
WORKER REALLY THINKS” 


Rd FACTORY | 


for 
October and November 


THIRD ANNUAL SURVEY 
OF WAGE-EARNER OPINION 


ON ISSUES OF VITAL 
IMPORTANCE TO MANAGEMENT 


Ee 


PERSONAL INTERVIEWS with men and women workers, union 
and non-union, old and young, in large and small manufac- 
turing plants in all manufacturing areas. 


vernon gage 


FACTORY editors really “started something” in 1944 when they 
published the first report on “What the Factory Worker Really Thinks.” 
_ The response from industrial executives, personnel officials and govern- 
_ ment and educational circles was beyond expectation. Nearly 3,000 let- 
_ ters and telegrams asked for a total of over 90,000 reprints. Approxi- 
mately 600 newspapers, in every state, are known to have carried the 
story, and several news commentators broadcast it on the radio. 

Why this amazing response? Because for the first time, management 
_ was given authoritative knowledge of the hopes, wants and fears of our 


65% of workers still think industry 
can pay raises without price increas- 
es! And 76% think their own com- 
panies can! 


3 out of 4 think another wave of 


EE Le 


industrial wage-earners. Authoritative because of the scientific techniques, 
proved accurate in hundreds of surveys. The opinions were obtained 
through personal interviews with enough people to establish a cross- 
section of the thinking of all industrial workers across the country. 

Knowing how workers feel about strikes, union leadership, wages, 
productivity and a host of other subjects vital to labor-management re- 
lations, policy decisions can be reached with a reasonable chance of an- 
ticipating results. 

Read in this third annual report, what workers blame for the high 
cost of living, what they think about the probability of another series 
of strikes, the possibility for wage rises without price increases and other 
important questions. 

xk kk * 


INTENSIVE READERSHIP IS A NATURAL RESULT OF SUCH EDITORIAL 
LEADERSHIP. THAT’S WHY FACTORY IS VOTED “THE MOST USEFUL 
PUBLICATION” BY PLANT OPERATING MEN OVER AND OVER AGAIN. 
AND THAT MEANS GREATEST EFFECTIVENESS FOR YOUR ADVERTIS- 
ING IN FACTORY. 


strikes is coming. 


Do workers think exorbitant profits 
have caused the increase in the cost 
of living? Surprisingly, no! They 
blame shortages, high wages and 
prices—and O.P.A! 


Read October and November FACTORY 
for details, and for the opinions on 
many other important issues. 


xk*kk 


A REPRINT OF “WHAT THE FAC- 
TORY WORKER REALLY THINKS” 
IS YOURS FOR THE ASKING. 


« FACTORY ~ 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication 


330 West 42nd St., New York 18, N.Y. Jim 
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The Cost of 


In recent months there has been 
a great deal of serious discussion 
in all segments of the advertising 


field about the “rising cost of ad-| 
vertising” and the possible effects | 


of these costs on the over-all ad- 
vertising picture. 

The discussion 
should be 
But 


is sound, 


it should be recognized, at 


the outset, that advertising costs, | 
in terms of potential advertising | 


impressions, have not risen 
sharply, if at all. In some areas, 
they have actually decreased. That 
is why ADVERTISING AGE is glad 
to present in this issue a study of 
current costs of potential adver- 
tising impressions, compared espe- 
cially with cost levels outside the 
advertising field. 

In the cases in which auditable 
cost figures per potential adver- 
tising impressions are available, 
notably among general magazines 
and newspapers, the study shows 
that unit costs are still declining 
as volume (in this case circula- 
tion) increases. As a result, meas- 
urable advertising costs per thou- 
sand circulation in these fields, 
and in some others, have actually 


and | 
intelligently pursued. | 


Advertising 


| declined from prewar levels, while 
‘costs of goods and services gen- 
erally have risen sharply. 

Far more important than sta- 
tistics, however, is the fact that, 
‘to an extremely important degree, 
each advertiser sets his own rate 
and determines his own advertrtis- 
ing costs. He does so by using the 
avenues of advertising communi- 
cation more, or less, effectively 


is no new discovery, but to some 
extent it has suffered the neglect 
of other equally vital truths during 
a period of several years in which 
most of the eternal verities haven’t 
seemed to make much sense. 
Like the famous farmer who 
wouldn’t take a subscription to a 
farm journal because even with- 
out it he wasn’t farming anywhere 
near as well as he knew how, a 
goodly mumber of advertisers 
haven’t been advertising anywhere 
near as well as they might. Now, 


them in the face, and costs to be 
considered seriously, every bit of 
knowledge and skill which can be 
| brought to bear will be required 
to make a creditable showing. 


Kidding the Products 


At the risk of being elected 
Crusty Curmudgeon of 1946, we 
rise to second the motion made by 
The Creative Man in his own little 
corner in this family journal last 
week. And for the benefit of those 
skeptics who may think this is 
the familiar one-two, perhaps we 
should emphasize again that -The 
Creative Man doesn’t take us into 
his confidence when he indites his 
weekly piece, and neither do we 
check with him before we struggle 
with these words of wisdom. 

The Creative Man cast an eye 
over the radio horizon, with par- 
ticular attention to Henry Morgan, 
and decided that he didn’t like all 


the kidding that advertising and | 


the sponsors’ products are getting 
on the air waves. 


Morgan happens to be our own|mind ought to be spending his) 


personal nomination for the fun- 
niest man on radio at the moment, 
but we, too, think that the wide- 
spread vogue for kidding the spon- 
sors, and more especially the spon- 
sors’ products, is a dangerous and 
perhaps a silly thing. It makes 
good listening for the upper crust, 
and especially for admen, who get 
the usual super-duper kick out 
of having something they’re fa- 


miliar with put on the pan. But, 
however much some of us may 
hate to admit it, products and 
their advertising aren’t essentially 
funny. They’re pretty deadpan 
serious, as is that pleasant whir 
of the cogs in the electric cash 
register. 

What bothers us more than any- 
thing else about this current radio 
fad is that advertisers are paying 
good money to publicize advertis- 
ing, and in this case to publicize 
it as a sort of circus side-show 
attraction. We have the quaint 
notion that advertising, like an 
automobile engine, works best 
when it keeps its place in the 
background and doesn’t call too 
/ much attention to its intimate 
parts. No advertiser in his right 


|/money to call attention to adver- 


'tising, even if he calls favorable | 
| attention to it. The constant repe- | 


‘tition of situations built around 
‘advertising can help to build up 
| skepticism and a callousness which 


|in time will make too many people | 


lentirely too conscious of adver- 
tising per se, rather than of the 
goods or services which are ad- 
| vertised. 


than others use them. This truth | 


with competition really staring | 


"Gentlemen, there's half an hour ‘til lunch. Whaddaya say we rewrite 
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a 


the 


jingles for our radio commercials?" 


'Page Aesop 

| We include herewith the most 
interesting headline of the week, 
| gleaned from our favorite journal. 
/As an old Inland convention-goer, 
| we were prepared to resent this 


| 
| 


unfounded slur upon its members. 
Later on in the story we read that 
newspapers are alleged to protect 
sacred cows. We have heard In- 
land members speak as bulls and 
bears. No use; it’s inexplicable. 
Our zoological expert may have 
confused Prof. Crosman with St. 
Francis, Aesop, or Androcles. 


| Accuracy 


Some time ago we told you 
about the Left-Handed Shortstop 
of New Departure. Comes now 
the story of Carstairs Bros. Distill- 
ing Company, which not long ago 
used the immortal words “Don’t 
| Give Up the Ship!” in a piece of 
| copy. 
| Said Carstairs, “When 
|Perry took those five 
| words for his motto...” 
| Said hundreds of rabid but rapid 
readers, “Whaddaya mean, Perry? 
| You mean Lawrence.” 

As Carstairs’ hasty correctors 
pointed out, James Lawrence, who 
commanded the Chesapeake in its 
battle with the Channon, did coin 
|'the phrase and his dying words 
|are recorded in history as well as 
on his catafalque in St. Paul’s 
|churchyard in New York. 

In the same year, 1813, Oliver 
|Hazard Perry was to lead a vic- 
torious task force against a su- 


Captain 
ringing 


words at the masthead. The flag, 
as many a tourist knows, still 
graces the Academy. 

Well, Carstairs hastily explained 


that the copy meant exactly what | 


it said, and that Perry had not 
been credited with minting Law- 
rence’s phrase. 

And many a refugee reservist 
will recall that few regular Navy 
officers were ever able to resist the 


_ temptation to work the phrase 
| into a speech. 


Curbed Kids 

We would like a moment’s re- 
spectful silence for the Upper 
Darby News, one of the suburban 


weeklies flourishing in the respec- | 


tably tweedy atmosphere of 
Philly’s Main Line. The News 
whipped up a thoughtful ad just 
prior to Hallowe’en, aimed at the 
community’s parents, which said 
in part: 

“Make sure your youngsters 
promise to have a good time and 
only a good time... . do no dam- 
age. . . An hour’s fun isn’t worth 
the disgrace of a record on the 
police blotter... Why are we con- 
cerned? You have one or two chil- 
dren. 


to each and every one. . . Let’s 
keep the kids out of mischief on 
Mischief Night.” 


Jottings 

The American Broadcasting 
Company is sending out a gold 
envelope containing a key ring 
with the keys “To America’s 
Great Markets.” The keys are 
WJZ, WENR, WXYZ, KECA, KGO 
and WMAL—all ABC key sta- 
TORS, «. « 

Footnote dept.: the Lord & 
Tayor ad which neatly copied 
Calvert’s “Men of Distinction” 


permission, and was prepared by 
Harry Rodman and Mary John 
Fly, respectively L&T’s art direc- 
tor and copywriter. . . 


. . We have almost 300 car-| 
rier boys and we feel like a father | 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. - 


No. 2714. Texas Industrial De- 
velopment Facts. 


Texas Power & Light Company, 
Dallas, has issued this special issue 
of its publication, “Texas Oppor- 
tunities,” containing 70 pages, pro- 
fusely illustrated, of data about 
the state’s resources, business and 
industrial advancement. 


No. 2715. Birch-Boston. 


F. H. Birch Company, affiliate of 
Criterion Service, offers this il- 
lustrated brochure dealing with 
outdoor advertising in the New 
England market. The study shows 
the influence of heredity and en- 
vironment, and the travel habits 
of commuters in the Boston area, 
and discusses Birch service and its 


|}accomplishments in sales’ for 
clients. 
'No. 2716. Irrigation .Facts Con- 


cerning the Sure-Crop Area. 


This illustrated folder, issued by 
Western Farm Life, includes a 
case history of a typical irriga- 
tion farmer in Colorado; tabulated 
data on the number of irrigated 
farms, number of acres under 
irrigation, etc., in the states of 
the publication’s area; figures in- 
dicating purchasing power in the 
market, and a state-by-state cir- 
culation report. 


No. 2717. Advertising Builds Con- 
sumer Acceptance for a Prod- 
uct. 


In this folder, House Beautiful 
holds that “all consumer markets 
do not represent equal opportuni- 
ties for any given market.” “Log- 
ical markets,” the booklet says, 
“are made up of people who have 
the capacity for making full use of 
the product and who have the 
money with which to buy it.” 
Charts indicate who has_ the 
money, where savings are concen- 
trated, and how House Beautiful 
readers stack up as a market. 


No. 2686. 
Survey. 


The composition and character- 
istics of its urban reader-families 
are the subjects of this nation- 
wide survey published in two 
parts by Collier’s, developed in 
cooperation with Psychological Re- 
search Corporation, which made 
the survey. The researchers de- 
veloped and used the block 
sampling method in which the 
number of families to be inter- 
viewed in each income group was 
determined by making maps of 
each city block, showing the aver- 
age rent paid by tenants in each 
block in the 125 representative 
cities included in the survey. The 
second of the two booklets shows 
the number of Collier’s readers 
using specific brand products, in- 


Collier’s Qualitative 


|cluding automobiles, electric ap- 
series was used with the distiller’s | 


No. 


Chairack, Inc., Evansville, Ind., | 
makes a chair which has these | 


features: a back designed to hold 
a suit coat, a bar to slip trousers 
over, a shoe tray underneath and 
drawers for contents of pockets... 

Sidney Gernsback of Radio- 
Craft has dreamed up a nifty 
calling card for his salesmen which 


pliances, etc. 


2670. What Transportation 
Men Want to Know About 
Equipment and Supplies. 
Transportation Supply News has 
issued this bulletin, first of a se- 
ries designed to keep manufac- 
turers and ad agencies posted on 
what transportation men want to 


|know about equipment and sup- 


perior British fleet on Lake Erie, | folds out with circulation data for | 


with a flag carrying Lawrence’s 


| the book... 


plies. It contains quotes from 
executives in railroads, airlines, 
motor truck and bus lines and 
others, made in personal inter- 
views by a research organization. 


DALE ~ LS 
| |_———_— 2 — ——S =A, 
a S yi S! KO G8 | | 
™ eC aaa <LI. WG : YA | 
¥ ne | 
= | | 
| L : shes a | 
a ea tC 
in — fe | neem 
le | 
‘ae 82 
ee | \nland Newspare 
| é; | 
~_ Publishers Jolted 
” by Crosman Attack} Pe 
4 ee Journalism Prof 
:. Stirs Up Animals 
: | at Meeting  ———— 
a | Cricaco—As severe a} ; | 
; ane newspapers nave PE 
i Pe | edi tri , 
itis | day, 
sii | : 
Sy dees 2 ee ‘ Bs Bisa =. - aie ae 


nay be 
1 com- 
1rough 
ational 
agency 
isiness 
TISING 
go 11, 


Ll De- 


npany, 
1 issue 
Yppor- 
$s, pro- 
about 
ss and 


late of 
lis il- 

with 

New 
shows 
id en- 
habits 
. area, 
ind its 


; Con- 
Prod- 


utiful 
arkets 
rtuni- 
“Log- 
Says, 
. have 
use of 
e the 
, te 

the 
ncen- 
utiful 
t. 


tative 


acter- 
milies 
ation- 

two 
ed in 
al Re- 
made 
's de- 
lock 
1 the 
inter- 
D was 
ps of 
aver- 
- each 
tative 

The 
shows 
-aders 
s, in- 
Cc ap- 


tation 
About 
S. 
ys has 
a se- 
ufac- 
ed on 
int to 
sup- 
from 
‘lines, 
; and 
inter- 
ation. 


T 5 A.M. ON TWELFTH AVENUE, New York City, a gang of 
A stevedores dumped the American ambassador uncere- 
moniously aboard. They thrust a steel hook into him, lifted 
him high into the air, and then dropped him into the star- 
board side of the hold aft, right beneath the steerage passen- 
gers. And there he stayed until the vessel hit port in Bordeaux 
(or was it Calcutta or Copenhagen or Cairo?). 


And when they unloaded him, the people said he was the 
best ambassador his country had ever sent. People admired 
him everywhere he was seen, and took to thinking better of 
the country that had sent him. And this was very important, 
for they had got into the habit of cussing the life out of 
Uncle Sam. 


The name of this ambassador was Turbo-Generator, or 
maybe Refrigerator, Radio, Automobile, or Machine Tool. 


And wherever this ambassador from the U.S.A. went, the 
people paid for him to stay, in their own homes, or factories, 
or garages. 


The world outside our shores is paying the U.S. close to 8 
billion dollars a year to send them ambassadors like that. 


THE AMERICAN AMBASSADOR 
sailed in the hold... 


And this is good business—and even better diplomacy. 


There’s another pair of useful and hard-working Ameri- 
can diplomats going out regularly to the four corners of the 
world today—street-corner, in-the-pocket, on-the-living- 
room-table diplomats, who have a double job to do. 


One of their jobs is to tell the candid, undistorted news of 
America to thinking people of other lands. 


That’s a specially urgent job right now, when part of the 
world looks to America for democratic and economic leader- 
ship—and another part is busy maligning our motives and 
way of life. 


The other job of these diplomats is to carry to buyers every- 
where the sales messages of American industry. 


And that’s a highly important job too. Because if America 
sells 10 billion dollars’ worth of goods to the rest of the world 
each year, that will provide 5 million jobs here at home. 


The names of these shirt-sleeve diplomats are TIME and 
LIFE International; and they go regularly into over 70 
countries around the world to work for you and America. 


The International Editions of 


TIME and LIFE 


Bringing the products of democratic journalism 
and the products of the democratic way of life 
to the peoples of other lands. 
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This veteran of the Battle of the Atlantic 


is now helping win the battle for newsprint 


HOW THE CHICAGO TRIBUNE IS SUPPLYING THE INCREASING DEMANDS OF READERS 


AND ADVERTISERS—AND BOOSTING THE TOTAL SUPPLY OF NEWSPRINT AVAILABLE 


TO ALL NEWSPAPERS 


HE CORVETTE K133 shown here is a veteran of the Royal 
Canadian Navy’s part in the Battle of the Atlantic. 

Now moored in the Welland canal alongside one of the Chicago Trib- 
une’s paper mills, this warship provides a dramatic illustration of one 
phase of this newspaper’s all-out drive to supply the increasing demands 
of readers and advertisers for the product and service it delivers. 

The bulk of the newsprint used to supply more than 1,100,000 copies 
on week-days and in excess of 1,500,000 on Sundays, comes from the 
Tribune’s own paper producing organization, with mills at Thorold, 
Ontario,and Baie Comeau, Quebec. It is made from logscut in the Tribune’s 
own timberlands and transported to the mills in the Tribune’s own ships. 


Warship Becomes a Steam Plant 


Until early this spring, a paper machine in another firm’s wallboard 
plant adjacent to the Thorold mill stood idle for lack of pulp and the 
steam required to process it into newsprint. 

To help get it going, the Tribune mill laid a pipe line from its own 
boilers to the wallboard plant. To supply the full head of steam needed 
to operate the idle machine, the corvette K133 was leased and moored 
alongside the Thorold mill as an auxiliary steam plant. 

Before newsprint could start rolling off the machine, however, pro- 
vision had to be made for releasing the wallboard plant’s wood grinding 
equipment for newsprint production. To do this without reducing the 
output of wallboard so urgently needed in Canada’s housing program, the 
Tribune started supplying the wallboard fiber requirements in the form 
of waste paper collected in Chicago and shipped to the mill. 


This Was Only the Beginning 


As a result of these simple, direct measures, the Tribune added to its 


ability to serve readers and advertisers the output of facilities which, in | 
pre-war times, would have taken some three years to build and get going. | 
This is only one step in the newsprint expansion program launched by | 


the Chicago Tribune as soon as war-time controls were lifted. 

When the world newsprint shortage became apparent, Tribune engi- 
neers vigorously began to explore ways to combat it. Instead of pursuing 
the usual method of duplicating production facilities, requiring months or 
years for their completion, the Tribune’s thinking was directed toward 
effecting immediate increases in the output of existing facilities. 


All Paper Machines Speeded Up 


Most of the Tribune paper machines already were the fastest in the 
world. But the engineers were not satisfied that their peaks had been 
reached. So they tried out new techniques in an effort to increase their 
efficiency. : 


Then, as fast as their eftorts were rewarded, they made every minor | 
adjustment and installed every new kind of more efficient part which | 
could be devised and fabricated to streamline the machines and utilize | 


the new, faster techniques. 
With the machines speeded up, additional equipment was needed to 


supply the stepped up pulp consumption. This called for action right on | 


down the line from mills to timberlands. 


New pulp grinders were installed. To increase the output of the sul- 


phite digesters, the acid plant came up with a stronger acid and a bigger 
volume of it. To assure maintenance of this new peak sulphite produc- 
tion, additional digester equipment went on the job. 


New winding facilities were installed to handle the boosted output of 
the machines, and a warehouse with 25,000 tons capacity went up to | 


store it. 
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Steam from this war veteran has helped put idle machinery back on the job producing newsprint for the Tribune—and increasing the supply available to all other newspapers 


New Roads Carved Thru Solid Rock 


All these mill improvements had to be backed up with expansion in the 
Tribune timberlands. So, as fast as aerial surveys could be completed, 
Tribune woodsmen rushed to carve out more than 50 miles of new roads 
thru the muskeg and solid rock of the wilderness. 

Landing barges and other surplus war equipment were impressed into 
service. Because of unusually low water conditions, airplanes were utilized 
to transport men, supplies and equipment. 

To float the product of the newly opened forest areas from the river to 
the mill, a giant flume more than 11 miles long was thrown up. The lum- 
ber used in its construction was cut in a sawmill which first had to be dis- 
mantled, transported more than 100 miles and reassembled at the scene 
of the new operations. 

To supply the flume with water and keep the logs moving over the ups 
and downs in its eleven miles of length, auxiliary pumping stations had to 
be constructed and a series of “‘jack-ladders”’ built to lift the logs over 
elevations. 


Towns and Camps Built for Workers 


Meanwhile, to house and accommodate the army of new workers and 
their families, new towns and camps had to be laid out. Dwellings, a 
new school house and a hotel are rapidly nearing completion. 

This expansion program in mills and timberlands has increased the 
Tribune’s newsprint output some 15%, with further gains in sight. 

Never sufficient for its own uses, the Tribune’s own production has had 


to be supplemented with paper from other mills. By sparing no expense 
or effort to step up its own output and to bring into production idle 
capacity, which because of shortages of material or equipment, or because 
of costs, is not producing, the Tribune increases the limited supply of 
newsprint available to all newspapers during the world shortage. 


New All-Time High in Sales Power 


To utilize its expanded production with maximum benefit to readers 
and advertisers, the Tribune maintains an equally vigorous and com- 
prehensive conservation program in Chicago. 

The Tribune has continuously improved the quality and value of the 
newspaper it offers to readers—and today is delivering more copies per 
week than at any previous time in history. 

This practical, aggressive approach to the solution of its manufactur- 
ing problems enables the Tribune to serve, with steadily increasing 
efficiency, the needs of advertisers. 

While forced to omit millions of lines of advertising which it might 
print if more paper were available, the Tribune operates its conservation 
program with a flexibility designed to accommodate at all times the 
fullest range of objectives of commerce and industry in this trying period. 

To get more of what you want in Chicago, build your promotion around 
the Chicago newspaper more people read and want—the Tribune. Be- 
cause of economies resulting from mass production operations extending 
from timberlands to finished product, Tribune rates per 100,000 circula- 
tion are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


September average net paid total circulation: 


Daily, Over 1,100,000 — Sunday, Over 1,500,000 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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| rate from $2.11 to $2.49. 


ITU, Washington 
Papers Okay 20% 


Sa union membership Nov. 


/newspapers and two labor papers 
|are involved. 


| Still unsettled are wage disputes 


Wage Increase 


WASHINGTON — Newspaper pub- 
lishers here and their typograph- 
ical union employes have settled 
their wage problems by agreeing | 
on a 20% increase amounting to) 
37 cents an hour. 


‘ing Office workers and 500 job 
printing house workers. The GPO 
has offered a 22-cent raise, raising 
the daytime rate to $1.79. The 
'union rejected that offer. 

It also rejected a 34-cent raise 


| offered by the commercial printers, 


which would bring the commercial 
rate to $1.87 an hour. 


Effective Nov. 12, the agreement | 


raises the daytime rate from $1.83 | CHICAGO DAILIES, ITU 


to $2.20, the nighttime rate from |} 
$1.97 to $2.34 and the lobster shift | — pny’ peepee 
caco — Daily newspapers 


/here have settled their wage dis- 
| pute with typographical employes. 
The union members voted Sunday 
to accept the dailies’ offer of a $10- 
a-week increase, bringing daytime 

| workers’ weekly wages up to 
, onto $85.50. The increase amounts to 
i e ‘ about 27% cents an hour. 


It is sub- | 
| ject to the expected ratification by | 
10. | 
About 600 employes of four daily | 


|/the employes ask $2.36. 
j}involving 1,600 Government Print- | 


The typographical union here 
has not indicated what steps it will 
take next in handling the matter 
of commercial shop rates. The em- 
ployers have offered to raise the 
hourly rate from $1.81% to $2 and 
An in- 
crease comparable to that given 
newspaper employes would bring 
the rate to $2.09 an hour. 


To Sponsor Contest 


Bloomingdale’s, New York, will 
sponsor the National Duck Callers 
Contest to be held in Stuttgart, 
Ark., Nov. 23. The ABC network 
will air the event from Stuttgart. 
First prize is $1,000 cash and 100 
other prizes are valued at $3,000. 


Barol & Israel Formed 


Bernard Barol and Jack L. Is- 
rael, formerly account executives 
of Abner J. Gelula & Associates, 
have opened their own advertis- 
ing, public relations and sales pro- 
motion office, Barol & Israel, at 
1507 Finance building, 1428 S. 
Penn Sq., Philadelphia. 


Advertising Age, November 11, 1946 


Louis Engel Quits 
Kiplinger, Joins 
Merrill, Lynch 


NEw York — Louis Engel, who 
resigned as managing editor of 
| Business Week last summer to be- 
come New York editor for W. M. 
|Kiplinger’s newsletter and_ the 
| still-unpublished “Kiplinger Maga- 
'zine,” will join Merrill, Lynch, 
Pierce, Fennor & Beane Nov. 13 
as advertising and sales promotion 
manager, a ‘newly - created posi- 
tion. 

At the giant investment com- 
pany, Mr. Engel will supervise and 
coordinate the Fortune-like studies 
which Merrill, Lynch issues on a 
half dozen industries annually, as 
well as its quarterly analysis, 
“Securities Industry Survey,” di- 
rect mail and newspaper and 
Magazine advertising. 

Mr. Engel left Business Week 
| Aug. 15. He had been with the 


magazine since 1934. 

No successor has been named 
to direct the New York office of 
the Kiplinger magazine. Plans now 
call for the adless magazine, ten- 
tatively entitled “Kiplinger Maga- 
zine,” to appear in January, and 
the staff has produced several pilot 
issues. 


TBA Sets Election 


The board of the Television 
Broadcasters Association, which 
recently held its second conference 
and exhibition (AA, Oct. 14 and 
21), decided at a recent New York 
meeting to call the annual mem- 
bership meeting for Tuesday, Jan. 
7, at the Astor Hotel gallery, New 
York. Three new directors will 
be elected at that time. 


Changes to Bi-Monthly 


Modern Retailing, New York, 
business paper sponsored by the 
Wholesale Stationers Association, 
will be published every other 
month beginning with the January 
issue. Since 1929, it has been pub- 
lished quarterly. 
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The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


__NEW ORLEANS — 


EPARTMENT OF LOYOLA UNIVERS 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Here IS 


For the Advertising Dollars of Sports Goods Manufacturers 


EN — = , hf 


New standard type page size (7” x 10”) beginning January issue... 


The same familiar concise editorial features and services that have made 
SPORTS AGE so popular with progressive retailers and wholesalers .. . 


More than 13,000 trade readers (by far, the largest circulation in this field ) 


—With 11,476 of this circulation among actual retailers and whole- 
salers of sports merchandise . . . 


—With 65% more coverage of retailers and wholesalers than any other 
trade paper in this field . 


SPORTS AGE, both qualitatively and quantitatively, offers the 
manufacturer of sports merchandise the greatest buy for 1947. 


See S. R. D. S. or Send for Rate Card and information about. 


Rate Protection on orders received by December 26th. 


260 Sth AVENUE 


BUSINESS PUBLICATION OF SPORTING, ATHLETIC & WHEEL 


Sports ge 


NEW YORK 1, N. Y. 
GOODS MERCHANDISING 


GEYER PUBLICATIONS—Publishers Since 1877. Aliso Publishers of: THE GIFT AND ART BUYER, 


GEYER'S TOPICS, 
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from the Supreme Court to Madison Square Garden, from 


... Bill Henry of the Los Angeles Times 


Bill covers a lot of territory in his daily “‘By the Way”’ 


column. No purveyor of political profundities, he roams 


rs 
California to Connecticut. A former sports writer and war correspondent, 

he’s equally at home with Senators or sluggers. Bill’s colorful, friendly reporting appeals to a lot of 
3 
: people. It’s one of the reasons the Los Angeles Times is ‘“‘Everybody’s Newspaper” in 
) 
Southern California . . . delivered to more homes than any other West Coast daily. 
, 
: 
, 
ee 
Se 


Represented by Williams, Lawrence & Cresmer ° New York ¢ Chicago ° Detroit and San Francisco 
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Sylvania Finds 


New Salesmen Pay 
Plan 95% ‘Right’ 


Others Can Adapt | 
Scheme, Mitchell 
Tells Executives 


San Francisco—A_ kind of 
“prospector’s plan” for salesmen’s 
compensation which cuts field costs 
and boosts salesmen’s income has 
proved 95% effective for Sylvania 
Electric Products, its president, 
Don G. Mitchell, told the Western 
Regional Sales Executives Con- 
ference here Nov. 1. 

Sylvania put the plan into effect 
last Jan. 1, he said, and while im- 
provements are still to be made, 
he believes it will help the com- 
pany build a top-flight selling or- 
ganization for the days when sell- 
ing again becomes “a_ grim 
competitive battle.” 

The company calls it the “pros- 
pector’s plan,” said Mr. Mitchell, 
because it has much in common 
with the mining operation. 


Provides ‘Grubstake’ 


“We, as the company, own the 
claim,” he explained. “The sales- 
man is the prospector. We send | 
him out to dig what he can out | 
of the claim, and we allow him to | 
share in the resulting profits. If 
the claim is one of unknown value, 
or difficult to work for some rea- 
son, we give the salesman a grub- 
stake. If the workings are well 
developed and the ore is easy to 
get at, then a negative grubstake 
is applied, or you might say the 
salesman pays for the privilege of 
working a proven claim. But for 


This advertisement is ad- 
dressed to advertising agen- 
cies whose clients have man- 
ufacturing plants located in 
the cities listed below: 


ILLINOIS MICHIGAN 
Edwardsville Albion 

Big Rapids 
INDIANA Cadilloc 
Alexandria Cheboygan 
Bicknell Coldwater 
Bloomfield Dowagiac 
Bloomington Escanaba 
Columbia City Grand Haven 
Decatur Greenville 
Elwood Holland 
Frankfort lonia 
Greensburg Iron Mountain 
Huntington Manistee 
Jasper Marquette 
Linton Marshall 
Martinsville Midland 
Mt. Vernon Mt. Pleasant 
New Castle Niles 
Plymouth Petoskey 
Portland Sault Ste. Marie 
Rochester South Haven 
Rushville Sturgis 
Shelbyville Three Rivers 
Spencer Traverse City 
Union City Ypsilanti 
Valparaiso 
Vincennes 
Washington MINNESOTA 
Winchester Moorhead 


If your client desires to improve 
their Employee-Plant or Com-| 
munity-Plant Relations in these 
communities perhaps we can help 


the most part the territory is nor- 
mal and neither of these two 
factors applies.” 

Mr. Mitchell, long a champion 
of higher salesmen’s compensation,| year. The bonus 
pointed out that a good plan must 
offer security, incentive, expense 
control, full line selling and “long 
pull attitude.” 


1% Bonus Set 


Sylvania bases 
| bogey of sales volume which the 
|salesman must sell before he is|31/3%. Any sales in excess of 
entitled to a bonus. The sales-|the bogey are calculated at the 
rate of % of 1%, payable to the 
division manager as a bonus. 

The plan “is working for us” 
and adaptations can be worked 
out for sales managers with simi- 
lar problems, Mr. Mitchell insisted, 
but only after an accurate job of 
market analysis has uncovered 
market potentials. 

“The interests of the company 
coincide exactly with those of the 


plus his traveling 
expenses, plus or minus a grub- 
stake, establishes a base. His bogey 
is this base capitalized at 2%— 
and any sales made in excess of 
the bogey will be subject to a 
bonus payment amounting to 1% 
of the net sales volume. 

The grubstake is set only after 
the figure has been recommended 
by the division manager, and ap- 


man’s salary, 


proved by the general sales man- 
ager of the lamp and fixture di- 
visions, Mr. Mitchell said. It can 
only be changed on Jan. 1 each 
is subject to 
penalties for not reaching the 
quota, but adjustments also are 
allowed when the factory is un- 
able to deliver merchandise or if 
quotas are set unfairly. 

The plan for division managers 
its plan on ajis similar, with expenses—plus or 
minus a grubstake—capitalized at 


Advertising Age, November 11, 1946 


ABSORBED IN FOOD—Interested listeners and participants in the week-long 

newspaper food editors conference in Chicago included this attentive trio: 

C. W. Beilfuss, president, Derby Foods, Inc.; Wesley Hardenbergh, president, 

American Meat Institute, and J. W. Crafton, assistant to the vice-president in 
charge of sales of Swift & Co. 


men,” he said. “The more money|some salesmen make a lot of 
they make, the more profit the| money. Incentive exists at all 
company enjoys. There is no} levels of activity. Under this plan, 
bickering or hard feelings because|each man that is not earning a 


you develop a program. 


SCHEERER SERVICE — 


35 E. Wacker Drive., 441 Lexington Ave., 


Chicago 1, IH. New York 17, N. Y. 
Phone: State 7042 Ph. Murray Hill 2-2423 


Soutache, swords and sashes 
once were stock in trade atJacob Reed 
... founded in 1824.as Philadelphia’s 
custom tailor to gentlemen, uniform 
maker for U. S. officers . . . now oldest 
men’s wear store in America, largest 
in town, one of the finest anywhere. 


Jacob Reed’s Sons five floors outfit 


Philadelphians who want the best 


... Start with tots, carry through 


college and career, in both custom “ 
and ready-made departments .. . Lo 


still sell officers’ uniforms and 

uniform quality for the civilian. 

Today, Reed’s near two-to-one 
preference for The Inquirer is a 
well-broken trade-trail, significant 
to advertisers quick to recognize 
a quality market. 
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Moneymooners bank on Kahn’s .. . long 
established credit furniture store on Filbert and 
Eleventh in Philadelphia. War shortages tapered 
off traffic on Kahn’s seven floors . . . cut lines and 
linage. But when furniture came back last year, 
Kahn’s moved into The Inquirer . . . This year 
doubled space in Sunday editions, gave The Inquirer 
first place on the Sunday schedule . . . indicating 
best morning and best medium for suite sales! 
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bonus had best be removed from|in the coming competitive era, | 4 a creased from 3,700,000 to an aver- 
the payroll. when it comes to salesmen’s com- P ost Boosts Ad age net paid of 3,800,000. Net paid 

“The grubstake is flexible, and| pensation, is that the unions will re) circulation now is running well 
can be changed up or down, de-| get your salesmen if you don’t Rate Sched ule 5% in excess of the latter figure, offi- 
pending on conditions at the time.| watch out,” he warned. While he e * cials said. 
' No salesman can fall down on any | is not opposed to unions, Mr. Mit- Eff ecti ve Apr il 5 ee 

one product without some penalty,| chell said, “I believe that, with PHILADELPHIA—Because of “ac-| Kelite Names Rawlings 

and even if he does get a tough/rare exceptions, the organization | celerating costs of production, ma- 
é break, it couldn’t possibly be bad/of a sales department under ex- | terials and distribution,” The Sat-|signer and illustrator of Tivit 
_ enough to kill incentive. isting union philosophy could do|urday Evening Post this week an-|Products Company, a subsidiary 
( Salesmen in Sylvania’s lighting | little more than retard the progress | nounced a boost in advertising|of Kelite Products, Inc., Los An- 
division “like the plan almost to|of the company and stymie the| rates, effective with the April 5,|geles, manufacturer of industrial 
a man,” he said, and “word has|salesman as far as future growth | 1947, issue, and a concurrent 100,-| Cleaning materials, has been ap- 
gotten around and now our radio|is concerned.” 000-copy hike in the circulation |P0imted sales promotion manager 
division salesmen want a similar Smenaenenne base. agg Renprengy eg W. 
9 setup.” eae The black-and-white page rate - : : 7, oe" 
The new plan, according to Mr.| Schenley Adds Dailies will go up from $10,000 to $10,- ——— se ew 
Mitchell, was placed in effect Schenley Distillers Corporation, | 500; the two-color page from $12,- aici 
when it was found that others,|New York, has added 300 news-| 200 to $12,800, and the four-color ABC Ad 
such as straight salary, straight| Papers to its November schedule | page from $14,300 to $15,000. The ds Four 
commission, or a combination of|for Schenley Reserve, bringing) increases, averaging 5%, will be| American Broadcasting Com- 


i iP the total to 644 covering cities of : saps : any has added f N i 
both, were not providing adequate 10,000 population or more across the third within a year. Earlier | Paty our New Mexico 


TRS 


rx 


T. W. Rawlings, previously de- 


t of | security or compensation com-|the country. William Bijur is na-|00Sts were effective April 6 and ame a pemessis or 8 i 
t all mensurate with ability. tional advertising manager for the | Oct. 5. stations. They are KOAT Aibue 
plan, “One of the compelling reasons|prand and Biow Company handles} The Post’s circulation base effec- querque; KTRC, Santa Fe: KG AK 
nga we simply have to do a smart job| the account. tive with the new rate will be in-! Gallop, and KFUN, Las Vegas. 


Evidence .. . beyond price! 


Neither product price tags, nor customer credit ratings—high, middle 
or low—make any difference in picking the best means of reaching your best market in 
Philadelphia ... there is so much evidence that so many kinds of retailers place so much 
reliance on The Inquirer for results—for every type of trade and every price range... 
so much evidence in The Inquirer’s years of linage leadership in retail, general, financial, 


classified, total—that one medium is the market’s mainstay . . . that the general advertiser 


in Philadelphia no longer need follow old precedents or gamble on fresh guesses! 


... If you’re in business, you'll get the best business in Philadelphia by giving the 


Inquirer the best of your advertising schedules! 


The Piiladelphia Anguirer 


NATIONAL REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Detroit, Chicago, Philadelphia 
Keene Fitzpatrick, San Francisco. MEMBER: American Newspaper Advertising Network 
First Three Markets Group + Metropolitan Group Comics + Metropolitan Group Gravure 


First famed for lingerie, Oppenheim 
Collins in Philadelphia now does vast volume 
as a women’s specialty shop . . . a top-to-toe 
job in quotable coifs, cosmetics, fashions 

and footwear. New York store offspring, 
Oppenheim Collins once spread sales 
promotion evenly . . . now concentrates in 
The Inquirer after repeated tests resulted in 
rich mail order response. The Inquirer 
concentration, incidentally, is better than 

two to one over the next paper... 

. totalled more than 235,000 last 

5 year ... bids fair to fill out still 
>. he { further in °46! 


ADVERTISING 
AGENCIES 


EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You will find the answers to these, 
and to many more “sticklers” in 
this comprehensive, useful guide— 


ADVERTISING AGENCY FUNCTIONS 
AND COMPENSATION 


By the Editors of Advertising Age 


Here, for the first time, is a fac- 
tual, timely guide to existing prac- 
tices in advertising agency service. 
More than 300 advertising man- 
agers and agency executives spent 
from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 
Dozens of advertising agencies 
have ordered copies in quantities 
for distribution to their clients, and 
to their own staffs. One advertis- 
ing manager ordered 12 copies to 
pass on to “top management.” It 
will help you, your clients and 
your employes to understand bet- 
ter this agency business. 

Here are comments by readers: 


“This is the most valuable piece 
of literature of its sort we have 
ever received .. .” 

Agency president 


“You have made a real contri- 
bution to the business, for which I 
am sure we all owe you a vote of 
thanks . . .” 

Agency principal 


“It is something that our busi- 

ness has needed for a long time.” 
Account executive 

“My personal opinion is that 

you better get a lot of paper to- 

gether so that you will be pre- 

pared to meet the avalanche of 

requests .. .” 

Advertising Manager 


“lL am learning the advertising 
business, and your booklet has 
helped me tremendously . . .” 

Veteran 


Whether you are an advertising 
manager, an agency executive, or 
a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 
give you clearer insight into your 
own advertising job. 


l 

l 

| 

! 

1 While the limited supply lasts, you 
1 can get extra copies of this infor- 
I mative, factual report for $1 each. 
| Order one now for your own files. 
| Order extras for every associate 
[| concerned with marketing, mer- 
l chandising, sales, or advertising. 
I Price, one dollar from . . . 

i Advertising Publications, Inc. 

\ 100 E. Ohio St. Chicago 11, Il. 


@ ~—sCILL IN AND MAIL THIS COUPON TODAY 


7 See 8 OS OE OD a ae On a a 


{ Advertising Publications, Inc. j 
ft Div. Wil } 
i 100 E. Ohio St., Chicago II, Illinois 
Gentlemen: 
| Please send me .......... copies of 
“Advertising Agency Functions and 
Compensation."' Enclosed is $........ 
By ND: sspoed ness th04dGsnsuecncukeeeees i 
FUE FAs Ada db odnae aviv ocdeudeNeeWexaied } 
{ MINNIE, -o:250 tetas cuauien ens oesuaauen ! 
De MUNN Winesyaius b0 8s Sp adsveascameaeal 
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Raschitaliseenemasiinienanteinadennmmniadienae 
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Two Join Tempo, Inc. 
George Carillon, producer of 
“The Power of a Minute” and 
other industrial films, has joined 
Tempo, Inc., Chicago, as executive 
producer of slide and motion pic- 
ture films. Charles M. Jessup, 
who, during the war, developed 
technical training film projects 
for the Army air forces and before 
that was in charge of commercial | 
films for U. S. Gypsum Company, | 
has joined the company as assist- 
ant producer of the industrial and | 
commercial film division. 
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ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


Super Market Men 
Warned to Avoid 
Price Increases 


CuiIcaco—Quoting Tom Paine’s 
“We have it in our power to start 
the world over again,” Clarence 
Francis, chairman of the board of 
General Foods Corporation, told 
members of the Super Market In- 
stitute Wednesday that economic 
isolation is a thing of the past. 

Speaking at the institute’s ninth 
annual conference at the Stevens 
Hotel, Mr. Francis asserted that 
“we may as well face the fact 
that American industry—the food 


industry particularly—must hence-| 


forth consider its own destiny as 
part of the world’s.” 

The “$64 billion question,’ he 
said, is how to find a way to get 
American productive equipment to 
non-industrialized countries of the 
world. To give away finished 
goods, he said, would not solve 
the world economic problem, be- 
cause “purchasing power comes 
from production and the have- 
nots must somehow be enabled to 
produce and thus to buy.” 


‘Spur of Profit Motive’ 


Americans, he continued, can- 
not afford merely to admire their 
own great importance in the 
world, but must consider the 
source of the national strength 
and keep it going in good order. 
The primary source of U. S. well- 
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being, he explained, is the “spur 
of the profit motive and above all 
the stimulating and regulatory ef- 
fect of competition.” 

Discussing competition, he 
pointed out that those in the food 
industry would soon run _ into 
much stiffer competition from 
makers of automobiles, radios and 
other till-now scarce goods, in the 
battle for a share of the con- 
sumers’ dollars. If prices are not 
held down by business men, he 
said, the national economy will 
suffer. His own company, he 
added, expects “to stay in busi- 
ness a long time, and we will not 
risk the future for any quick or 
temporary gain.” 


Expansion Delayed 


William Applebaum, director of 
marketing research and coordina- 


The seven major links in the merchandising chain, the seven 
interrelated, interdependent segments of the industry, must all be sold 
simultaneously . . . for all, together, move goods from producer-to- 
retailer-to-consumer. A successful brand or trade-name must have this 


Ordinarily an industry as com- Pi 
plicated as that served by DAILY NEWS ke 
RECORD (textiles, domestics, men’s and boys’ wear) 
would present a difficult problem to the advertiser. 


seven-fold recognition and acceptance! 


Actually the media problem is simple! DAILY NEWS RECORD 
reaches all seven on the morning of every business day with vital trade 
news from world-wide resources. One ad in the RECORD, therefore, 
makes a multiple appeal . . . a single advertising appropriation does a 


seven-fold job! 


4\c FAIRCHILD 
FAIRCHILD BUILOING—NEW YORK 3, N. Y. 


Simultaneous Impressions 


BANKERS and a 
7 FACTORS 


PUBLICATIONS 


~ 


OAILY NEWS RECORD » WOMEN S WEAR DAILY « RETAILING HOME FURNISHINGS - MENS WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL + FAIRCHILD TRADE DIRECTORIES 


tion for Stop & Shop, Boston, 
pointed out to members Monday 
that the inability to expand fa- 
cilities now might turn out to be 
highly fortuitous for grocery re- 
tailers. 

Mr. Applebaum, asserting that 
far more super markets will be 
needed to serve new housing areas 
and existing neighborhoods, ex- 
plained that it may be two more 
years before super market oper- 
ators will be “unrestrained and at 
liberty to expand.” This inability 
to expand, he said, would probably 
prevent hundreds of such oper- 
ators from building unwisely in 
their haste to meet heavier de- 
mands. 

“In spite of all sorts of diffi- 
culties,” Mr. Applebaum said, “the 
super market industry has en- 
joyed tremendous sales increases 
and satisfactory profits” during the 
war, and has by no means yet ap- 
proached its “saturation” point in 
the national retailing system. 


Car Shortage Cited 


At a luncheon meeting Tuesday, 
G. L. Mentley, vice-president, 
Birds Eye-Snyder Company, New 
York, pointed out that the chief 
problem confronting distribution 
of quick-frozen foods is in a 
shortage of railway refrigeration 
cars suitable to handle such prod- 
ucts. He said that only about 10% 
of some 50,000 refrigerator cars 
are satisfactory for the purpose. 

Another important difficulty in 
getting enough quick-frozen foods 
into the hands of consumers, he 
asserted, is in the fact that grocers 
“too bitterly resist liquidating 


| frozen foods.”” Too much space in 


retailers’ freezer cabinets, he said, 
is given to storage of frozen foods 
that do not move rapidly enough. 

The five-year seller’s market in 
foods has ended and the buyer is 
now dictating prices, J. Wein- 
garten, Houston super market op- 
erator and president of the insti- 
tute, told members. 

He said the greed of some in- 
terests in “boosting prices to the 
last nickel that the traffic would 
bear” quickened the arrival of 
the buyer’s market. The result, 
he said, may be sharp decline in 
agricultural prices, ‘“‘the effects of 
which on the farmers may prove 
destructive.” 

Mr. Weingarten advised mem- 
bers to “get our inventories in line 
and liquify our assets,’ and sug- 
gested improvement in_ service, 
facilities and employe training 
methods. 


Adel Acquires Aerco 


The facilities of four manufac- 
turing plants, three on the West 
Coast and one in the East, were 
consolidated. with the acquisition 
of Aerco Corporation, Hollydale, 
Cal., by Adel Precision’ Products 
Corporation, Burbank, Cal. The 
combined activities of the Adel 
and Aerco organizations are under 
the direction of Clinton E. Stryker, 
Adel’s president. Timothy E. Col- 
vin, president of Aerco, is in 
charge of sales and engineering. 


Gets Whole Account 


Rees-Davis Drugs, Inc., Meriden, 
Conn., has appointed Philips Webb 
Upham & Co., New Haven, Conn., 
to direct all of its advertising. 
The agency formerly handled the 
consumer advertising. 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Space buyers say, 
f “AUFBAU is tops.” 
a J |_| 1940.... 300,000 tines 
C 1941.... 550,000 lines 


1942.... 650,000 lines 

1943.... 729,212 lines 

1944.... 850,000 lines 

1945.... 1,100,388 lines 
* 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 
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Ansel Adams 
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Charles Collingwood 


This is The 
Magazine 


universally acclaimed 
the finest travel publi- 
cation that has ever 
been presented to the 


American family. 


“Travel 
Market Facts” 


A brief compilation of govern- 
ment statistics, national sur- 
veys and authoritative figures 
in simple, factual form giving 
you the latest information on 
recreational travel habits. 28 


Pages. Send for your copy. 
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Ansel Adams 


YOSEMITE N ATIONAL PARK 
AIR TAXI... PICNIC mares 
AVEL MART...NEW JERSEY 


Yosemite National Park 


TRAVEL BY sHIP...BU RMESE SKETCHBOOK : 


GRIDIRON PREVIEW... 
TRAVEL-WISE COATS ++° 


MADE TO MEET A MARVELOUS MARKET 


Designed for and read by America’s top spenders—the families 
with blue chip incomes—who go places and do things. These 
TRAVEL & CAMERA readers will do their share of spending 
the $9,000,000,000 that will go for vacationing in 1947—so it’s 
smart advertising to include TRAVEL & CAMERA on your 1947 lists. 


The American Family’s Travel Buy Word 
Published by U.S. Camera Pub. Corp., 420 Lexington Ave., New York 17, N.Y. 
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Album-of-Month 
Club Reorganizes, 
Franchises Stores 


NEw YorkK—The year-old Rec- 
ord Album of the Month Club 
(AA, Dec. 17, *45), having failed 
to make a financially profitable go 
of its original plan to operate on 
distributors’ discounts, has com- 
pletely revamped its distribution 
setup and now is franchising re- 
tail stores across the country to 
service club subscribers in return 
for a percentage of gross sales. 

At the same time, the club’s 
monthly pocket-size promotion 
piece, “The Record Review,” has 
been placed on a magazine foot- 
ing, at 10 cents a copy, $1 per year, 
and an advertising rate card has 
been issued. Plans call for the 
booklet’s expansion into a full- 
size magazine. 

This month, as a further step in 
the new effort to make the album 
sales idea pay off, the club in- 
stalled Edward Fisk, a business 
consultant, as general manager. 
Mr. Fisk is author of a recent 
book, “A Veteran’s Best Oppor- 
tunity.” Robert D. Sternberg, for- 
mer Army lieutenant who con- 
ceived the club plan while a war 
prisoner in Germany, continues as 
president. 


Seeks 100,000 Members 


Under the revamped distribu- 
tion plan, a club spokesman told 
AA last week, the organization 
hopes to run its initial member- 
ship of 7,500 up to 25,000 within 
the next three months. 

Plans call for national adver- 
tising in leading magazines in a 
drive to sign up 100,000 club mem- 
bers by the end of 1947, AA was 
told. An agency for the campaign 
is to be named shortly. 

Under the new distribution plan, 
“Selections -of-the-month are 
chosen from among the releases of 
the major record companies” and 
announced in the “Review,” which 
club subscribers receive free of 
charge. “When orders are tabu- 
lated, they are sent to the various 
regional associate (franchised) 
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dealers for filling from their own 
stock via their regular delivery 
service.” 


Bonuses Are Offered 

Subscribers merely agree to buy 
a minimum of four albums per 
year from among the selections. 
As a “bonus,” instead of a selected 
record album as originally planned, 
the member will receive books on 
music, phonograph needles, or 
specially recorded music under the 
club’s own label. 

The club expects to finance 
most of its promotional activities 
and administration out of the 
“nominal fee of 10% of the gross 
sales,” but looks for the sale of 
franchises to cover most of its 
national advertising budget. 

A building in White Plains, 
N. Y., has been acquired by the 


club as a headquarters for opera- 
tional activities. 


Byer Adds Accounts; 
Popa Joins Agency 
Copeland Refrigeration Corpo- 
ration, Sidney, O., and Huffman 
Mfg. Company, Dayton, have 
named Byer & Bowman, Colum- 
bus, O., to handle their accounts. 
Trade publications and direct mail 
will be used by Copeland. 
Nicholas Popa Jr., formerly 
manager of the United Press bu- 
reau in Columbus, has joined the 
agency’s public relations staff. 


Appoints Grace Mahon 


Grace E. Mahon, formerly with 
William E. Rudge’s Sons, has been 
appointed production manager of 
Appleton, Parsons & Co., New 
York. 
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‘Candy-of-Month 
Club’ Launched by 
St. Louis Adman 


St. Louis — The Candy-of-the- 
Month’ Club, Inc., which has 
launched a national advertising 
campaign boosting sales of candy 
by annual subscription, is the com- 
mercial child of Edward Wise Jr., 
of Olian Advertising Company, St. 
Louis and Chicago. 

Modeled somewhat along the 
Book-of-the-Month Club plan, the 
candy company sends, for $19.75 a 
year, nine boxes of candy — one 
for each month except June, July 
and August—to any address the 
subscriber desires. 

Copy which carries a message 


from Party - giver Elsa Maxwell 
assuring customers that the candy 
will make their wives love them 
all through 1947, has been placed 
in Esquire, Fortune, Gourmet, 
Holiday, House Beautiful, New 
York Times Magazine, Time, True 
and several business papers. 

Mr. Wise organized the com- 
pany after a survey showed that 
candies sold principally in metro- 
politan areas rarely reached out- 
lying communities. Nine manu- 
facturers supply the candies. 


Appoints Howard 


Ben Pulitzer Creations, Inc., 
New York, manufacturer of men’s 
neckwear, has appointed E. T. 
Howard Company, New York, to 
direct advertising and promotion. 
Magazines and newspapers will be 
used initially. 
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You reach the plants that do 


OFFICE MACHINERY and 
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SMALL TOOLS and 
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OVER 96% of the metalworking 
business with #/TEEL 


@ To get a picture of the broad scope of 
metalworking, run your eye over the products 
made by the plants STEEL reaches. Here is 
your biggest industrial market . . . bigger 
by far than textiles, or chemicals or food 
processing. And STEEL gets your message 
to the plants that do over 96% of all the 
business in this huge market. 


For more data on STEEL’S market—its size 
—number of plants—operations performed 
—and importance to you—invest an hour in 
looking over STEEL’S study of the market. 
Advertising men tell us this continuing 
study provides the most complete and 
up-to-date data available anywhere on the 
Metalworking Market. The man 
from STEEL will be glad to show 
you this highly informative mar- 


ket study. 


STEEL 


Penton Building, Cleveland 13, Ohio 
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Petrillo Accused 
of Running Illegal 
‘$1,000,000 Racket’ 


Cuicaco—The federal govern- 
ment, opening its court battle to 
convict James C. Petrillo of vio- 
lating the Lea Act, charged this 
week that the American Federa- 
tion of Musicians’ president is op- 
erating a “$1,000,000 racket” that 
threatens the life of 400 small 
radio stations. 

The charges were made by John 
S. Pratt, assistant U. S. attorney 
general, in federal court where 
oral arguments were held on a 
motion to dismiss a criminal in- 
formation lodged against the union 
chief. Mr. Petrillo is accused of 


violating the “anti-Petrillo” law 
by calling a strike May 28 against 
Station WAAF, Chicago, in order 
to force the station to hire three 
extra musicians to operate record 
turntables. 

The musicians’ union, Mr. Pratt 
charged, is an organization of 
“blackmailers and racketeers.” He 
said the Lea Act is intended to 
outlaw coercive practices and is 
not concerned with strikes nor the 
replacement of musicians with 
labor-saving machines. He asked 
Federal Judge Walter LaBuy to 
uphold the charges against Petrillo 
and order him to stand trial— 
which the AFM president tacitly 
agreed to do when he called the 
WAATF strike. 

Joseph Padway, American Fed- 
eration of Labor counsel, charged 
that the Lea Act was designed not 


only to “get Petrillo” but to in- 
validate a union-industry solution 
to the problem of unemployed 
musicians, 

The federal judge, who took the 
case under advisement, is not ex- 
pected to rule on the dismissal 
plea before next week. 


Ryan, Lucas Join 
American Broadcasting 


Morgan Ryan, for the past two 
years vice-president and planning 
board member of Grant Adver- 
tising, New York, has joined the 
American Broadcasting Company’s 
sales department as an account 
executive. He is a former radio 
director and account executive of 
Sherman & Marquette. 

John Lucas, who formerly had 
his own sound equipment busi- 
ness, has joined the western divi- 


sion of ABC as copywriter in the 
sales promotion department, suc- 
ceeding Joan Shelly, resigned. 


Allis-Chalmers Appoints 
Allis - Chalmers Mfg. Company, 
Milwaukee, has made its first 
major move in the export field by 
appointing Compton Advertising, 
New York, to handle export ad- 
vertising. Plans call for use of 
Magazines, business papers, and a 
limited schedule of newspapers. 


‘Redbook’ Promotes 


Richard M. Howland, formerly 
assistant account representative 
with J. Walter Thompson Com- 
pany, New York, and with the ad- 
vertising sales staff of Redbook 
since his release from the Navy 
last March, has been appointed 
sales promotion manager. 


ELECTRICAL EQUIPMENT 


© 


PARTS and ACCESSORIES 


MEN ARE READING seen 


AUTOMOBILES, AIRPLANES, 


TRACTORS 


Cafes 


CARS, LOCOMOTIVES 
and SHIPS 


EVERY WEEK! 


BUILDING HARDWARE 
and TRIM 


HEATING & VENTILATING 
EQUIPMENT 


PLUMBERS’ SUPPLIES, 
STEAM SPECIALTIES 


INSTRUMENTS 


MACHINE TOOLS 


STEEL MILL PRODUCTS 


AMERICAN 
WERK 


Ce 2 La ee 


880480! 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 

| cost per color page per 

| thousand of any leading 
weekly magazine 


| “We just can't help waving a 
banner when we can show you 
| figures like these .. .” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 

| tion ever delivered into 

American homes. 

@ The American Weekly goes 
into 20% or more of the 

| homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the713 key cities where 70% 
of all retail business is done. 

@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 

@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 

every income group, in every 

educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 
W. EEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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Head; Directors Shy 
Away from Merger 


WASHINGTON—Harry W. McHose, 
director of the Cigar Institute of 
America, was elected interim pres- 
ident of the American Public Re- 
lations Association this week as 
the board of governors rallied to| 
the support of Executive Director | 
Robert Harper. 

Along with McHose, the gover- 
nors approved Charles T. Dock- 


arty, president of Public Opinion | 


Engineers, Washington, as _ vice- 
president, filling the second of 
two top positions vacated in a 
row last week over merger with 
other public relations groups. 
With the departure of George 
Meredith, former APRA president, 
and Richard Hall, former vice- 


McHose New APRA 


president, a heavy majority of the 
governors signalled approval of a 
“go slow policy on the merger.” 

It was Mr. Harper’s use of 
proxies to prevent appointment of 
_an “inter-organization committee” 
to meet with other organizations 
“on matters of mutual interest” 
that had prompted the resigna- 
tions, amid charges that the ex- 
ecutive director exercised dicta- 
torial power (AA, Nov. 4). 

Last week’s round robin letter 
from a majority of the executive 
committee and resident members 
|of the board of governors sup- 

porting Mr. Harper was followed 
'this week by another statement 
‘circulated by William T. Brady, 
a board member from Atlanta. 

Asserting that he himself had 
been prepared to ask for Mr. 
Meredith’s resignation, Mr. Brady 
contended that “the majority of 
the board members did not want 
any merger with less recognized 
groups in the public relations 
field.” 

No resignations other than three 


reported last weekend were re- 
ported from members of _ the 
board. On the other hand Mr. 
Harper showed letters and tele- 
grams, like one from Roland Neff 
of R. G. Letourneau in explaining 


that votes for McHose and Dock- | 


arty were cast “in the belief that 
the action fully pledges support 
to the executive director.” 


Deny Accusations 


Both Mr. Brady and Julian 
Gross, of Julian Gross Advertis- 
ing, Hartford, denied that Mr. 
Harper had abused the use of 
proxies. Asserting that he “re- 
sented such an insinuation,” Mr. 
Gross declared that he would have 
voted in person the same way 
that Mr. Harper had cast his 
proxy. 

Mr. McHose was at the West 
Coast meeting with APRA’s new 
Southern California “forge” in Los 
Angeles at the time of his election. 
In addition to being director of 
the Cigar Institute, public rela- 
tions arm of the cigar industry, 
Mr. McHose is president of APRA’s 


Southern Agriculturist is an im- 
portant member of the family 
in prosperous farm homes — 
throughout the South. ; 


. 


SALES 


* Readership leadership 


Every issue since June 
paid. 


Southern states. 


POWER 


Southern Agriculturist 
is the farm magazine of 
the new South. It serves, 
counsels and entertains 
more than a million farm 
families every month.* 


Its influence is South- 
wide because its concept is 
South-wide. It is edited 
from a South-wide point 
of view for the new South 
is the whole South—all of 
it from Maryland to Texas. 
These are reasons for its 


South-wide importance —| 


also reasons why it pro- 
vides such effective South- 
wide sales power to your 
advertising program. 


‘46 has exceeded 1,000,000 net 
Latest Publisher's Statement shows 1,012, 185 for 
June—and for 6 months ending June 30, Southern Agri- 
culturist leads all farm magazines in coverage of I5 


Advertising Age, November 11, 1946 


| 


| 


ates, New York advertising agency, a 
original models recently acquired in 


Europe. 
cipally, the bags will retail up to $200. 


BAGGED—Lee Shanbron of New York importer Friedman & Shanbron points 
out to Conover Cover Girl Dorothy Partington and Joe Moss of Moss Associ- 


gold evening bag, one of a score of 
For carriage trade shops prin- 


New York “forge,” host for the 
1947 convention. He is a one-time 
member of the Ivy Lee public re- 
lations organization. 

Mr. Dockarty is a Washington 
news and public relations man of 
14 years standing and a former 
War Department public relations 
executive. Both will serve until 
the regular annual election in con- 
junction with the 1947 convention 
in April. 


Q-T Mix to Tracy, Kent 


Taylor-Reed Corporation, Mam- 
aroneck, N. Y., has appointed 
Tracy, Kent & Co., New York, to 
‘handle advertising of Q-T corn 
muffin mix, a new product. Tracy, 
|Kent also handles advertising for 
|Q-T pie crust. Advertising of 
| Taylor-Reed’ s Tumbo dessert pud- 
| dings and Cocoa Marsh milk 
booster is placed through Ruth- 
rauff & Ryan. 


Appoints Acomb 

Joni & Gerri Toys, Cincinnati, 
has appointed Robert Acomb, Inc., 
Cincinnati, to direct its account. 
Trade _ publications, magazines, 
newspapers and direct mail will 
be used. 


Menswear to Feature 
NY Motif Next Spring 


Men “in fashion” next spring 
will wear costumes of harbor blue, 
skyline red and liberty gray, in- 
spired by the New York city locale, 
the Men’s Fashion Guild of New 
York has decided. The _ tonal 
scheme will appear in coordinated 
ensembles created by 25 top qual- 
ity houses, making every item 
from sox to hats. <A feature of the 
new styles will be patterns depict- 
ing famous New York city land- 
marks. 

The Guild, in deciding to fol- 
low this motif, termed the city 
“the gateway to the world of 
men’s fashion.” 


Appoints Funt Agency 

Prior Clothes, New York manu- 
facturer of topcoats, suits and 
overcoats, has appointed Theodore 
J. Funt Company, New York 
agency. Men’s fashion magazines, 
business papers, and point-of-sale 
will be used. 


Velma Clyde Moves 


Velma Clyde, Advertising, Port- 
land, Ore., has moved from 516 
S. W. Main St. to larger quarters 


in the Journal building. 


WISCONSIN 


ILLINOIS 


| 


program. 


—morning, noon, 
radio station.. 


audience. 


Represented by 


WKB 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


4 To Reach the Thriving 
= Dubuque Narker- 


KAQIO-WISE — 


- ADVERTISERS 


LOOK TO WKEGB 


As new industries spring up in lowa's oldest city, 
Dubuque is well deserving of its title, ‘Fastest 
Growing City in the Hawkeye State,’ and provides 
an ever-increasing buying audience for your radio 


A survey by Robert S. Conlon and Associates 
proved that more Dubuque people listen to WKBB 
and night—than to any other 
In fact, the highest rating any out- 
side station reached was only 13.3% of the Dubuque 


Take advantage of this high listenership by ad- 
vertising your product on Dubuque's most popular 
radio station, WKBB. 


James D. Carpenter—Executive Vice-President 


Howard H. Wilson Co. 


DUBUQUE 


IOWA 
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A. C. P. REGIONAL 


CONSTRUCTION PAPERS 
Youre Bee) Bug For Y7/ 


‘ \ w\ Mit wel 
ysis .ctOR 
Meomtars 


~ 
Pee 
' 


d-West 


Ciiitractor 


& 
Your 1947 advertising program to the waiting construction market will be more 
complete and more effective with the A.C.P. Regional Group on your schedule. Any 
or all of the twelve publications listed guarantee concentrated coverage of construc- 
tion equipment and material buyers. No other single publication or group of publi- 
_ cations can match these outstanding values for the same advertising dollar. 


Most Complete Contractor and Public Official Coverage — Compare circulation 
figures of A.C. P. Regionals of any area with other media. You'll find greater coverage 
of active construction men — the men who buy — contractors or highway officials. 


Unequalled Local News Interest — A.C.P. Regionals are powerful because they 
are local... full of bid news, contractor names and jobs .. . dealer activities . . . news 
about the reader’s own “home town” area. 


Market Selection By Job Conditions — Markets vary by location. Regionals make 
it possible to gear your message to terrain, climate or season. You can address your 
story to the specific reader. 


Flexibility — Use One To A Dozen — A.C.P. Regionals can match distribution 
plans, markets, competition — and budgets. You can select one publication for con- 
centration in any area — or more than one to blanket any section of your market. 


No Overlapping — 100% Effective Circulation — A.C.P. Group control avoids 
overlapping in each market area. Waste circulation is eliminated. You are assured 
100% effective circulation of almost 60,000 combined readers when you select the 
A.C. P. Group. 


Dealer Identification and Support — Only in Regionals is it possible to regularly 
. to establish 


list your dealers for each area... to tell the reader “where to buy”. . 
your dealers’ local identity . . .and to give them individual support. 


FOR COMPLETE INFORMATION 
CONCERNING 
any or all publications in the 
A.C.P. Group write to 
G. L. ANDERSON, Secretary 


Associated Construction Publications 
1022 Lumber Exchange Building 
Minneapolis, Minnesota 


Associated Construction Publications 


THE EQUIPMENT BUYER'S 


“afgme Tots" PAPER 


Vembers of 


{ssociated Construction Publications 


eo CONSTRUCTION BULLETIN 


Minneapolis, Minnesota 


WESTERN BUILDER 


Milwaukee, Wisconsin 


MICHIGAN CONTRACTOR & 
BUILDER 
Detroit, Michigan 


NEW ENGLAND CONSTRUCTION 


Boston, Massachusetts 


SOUTHWEST BUILDER & 
CONTRACTOR 


Los Angeles, California 


MID-WEST CONTRACTOR 


Kansas City, Missouri 


MISSISSIPPI VALLEY 
CONTRACTOR 


St. Louis, Missouri 


CONSTRUCTION DIGEST 


Indianapolis, Indiana 


THE DIXIE CONTRACTOR 
Atlanta, Georgia 


CONSTRUCTIONEER 


Harrisburg, Pennsylvania 


TEXAS CONTRACTOR 


Dallas, Texas 


CONSTRUCTION NEWS MONTHLY 
Little Rock, Arkansas : 
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ACTIVE SPORTSMEN 


THE UNQUES | 


It takes alert, modern editing—big-name writers and 


sportsmen’s interests to achieve the unmatched accept 
No. | Sportsmen’s Magazine has a guaranteed A.B.C. 


...why it offers the lowest cost coverage of men who have | 
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than 10,000 watts; Class F, re- 
gional and intrastate networks; 


CCNY Posts ‘46 
oe |  & Ss Py i l k . 
Radio Awards | "Teuisns ancl aeadiinaie at eile 


NEW York—City College of New | will be awarded. Deadline for en- 


York has announced the opening of | ‘Ties is next Jan. 31. 
competition for its “national radio| D?: John Gray Peatman, as- 
awards for 1946,” to be conferred sociate dean of CCNY, is chairman 
“for outstanding skill and crafts- of the awards committee. The 
manship in the creation of radio judges include Paul Ackerman, 
programs and promotion cam- Billboard ; Reginald Clough, Tide ; 
paigns” in conjunction with| Victor Dallaire, Printers’ Ink; E. 
CCNY’s third annual Radio and| “- Davidson, Sales Management; 
Business Conference in 1947, Joe Koehler, Sponsor; Lawrence 


Seven classes of competition are | 


AGE; 
Broadcasting ; 
George Rosen, Variety, and M. H. 
Shapiro, Radio Daily. 


|M. Hughes, ADVERTISING 


Bruce Robertson, 


. 7 a 
Joins ‘Southern Flight 

Lawrence W. Pool, formerly ad- 
vertising manager of Mohr Chevro- 
let Company, and art director-pro- 
duction manager of Herbert Rogers 
Advertising Agency, has joined the 
Dallas sales staff of Southern 
Flight, published by Air Review 
Publishing Corporation, Dallas. 


Advertising Age, November 11, 1946 


Opens New Campaign 


Dr. P. Phillips Canning Com- 
pany of Orlando, Fla, has 
launched a campaign for its canned 
orange, grapefruit and _ blended 
juices. Newspapers and radio spots 
are being used. Thomas G. Greene, 
Inc.,, Orlando, is the agency. 


WKBH Boosts Power 


Station WKBH, NBC affiliate in 
La Crosse, Wis., increased its 
power from 1,000 to 5,000 watts on 
Oct. 27. 


Now Nooe & Plough 


Plough Advertising Agency, 
Long Beach, Cal., has changed its 
name to Nooe & Plough, with the 
addition of David C. Nooe as a 
partner. 


Names Kemmerrer 


Fairbanks-Murray, Inc., Los An- 
geles, distributor of California 
Decoratives, a new line of gift- 
wares in copper and aluminum, 
has named Kemmerrer, Inc., Hol- 
lywood, to direct its advertising. 


open: Class A, for sponsors, ad- | 
vertising agencies and program) 
producers; Class B, 100-250 watt 
stations; Class C, 500-1,000 watt | 
stations; Class D, 5,000-10,000 watt | 
stations; Class E, stations of more 


| 
} 
| 
| 


BUFFALO BROADCASTING. 
| CORPORATION | 


RAND BUILDING, BUFFALO, N.Y. _ 
Nati ntatives: Free & Peters,.inc, _ | 
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Changes Curtis Title 


The Curtis Publishing Company, 
Philadelphia, has changed the 
name of its selling and distribut- 
ing subsidiary, Curtis Publishing 
Company, to Curtis Circulation 
Company. 


To Harrington & Buckley 


Joseph Magnin Company, San 
Francisco area women’s apparel 
stores, has appointed Harrington & 
Buckley, San Francisco, to direct 
retail advertising. 


Druggists Divide 
—-by City Size—on 
U. S. Medicine 


NEw YorkK—While retail drug- 
gists the nation over are opposed 
to socialized medicine, as repre- 
sented by the Wagner-Murray- 
Dingell bill, wide variations in the 
attitudes of druggists, depending 
on the character and size of their 


communities, are revealed in a sur- 
vey by American Druggist, re- 
ported in its November issue. 

The psychological differences in 
druggists’ opinions on a subject of 
great significance to the field were 
indicated by figures on the survey 
released by John W. McPherrin, 
editor of the magazine, who ex- 
plained that a questionnaire was 
sent to every fourth druggist in 
the country, about 12,500. Replies 
were received from 2,300. 

Big city druggists, like those 


elsewhere, are opposed to legisla- 
tion of this character, but 28.2% 
of druggists in cities of over 500,- 
000 are for it, and in New York 
City alone more than 37% favor 
it. On the other hand, only 8.3% of 
druggists in cities of 100,000 to 
500,000 favor socialized medicine, 
only 11.7% in cities of 25,000 to 
100,000, and only 8% in towns 
under 25,000. 

The inference is that big city 
druggists are more likely to be 
exposed to radical opinions favor- 


THERE is no mystery about the responsiveness of certain magazine audiences. It goes 


right down to the grass-roots of human nature. Perhaps the greatest discovery of modern 


science is that while all people are different, large groups of them are fundamentally 


alike. When an editor provides a common ground for a basic group of lifetime interests — 


and satisfies those interests year after year—he assembles an audience measured not 


merely in numbers but also in the responsive quality of their minds. His messages— and 


the advertiser’s alike—are not just read, but absorbed.” 


And right here, Mr. York, we'd like to point out that since 1902 Popular 
Mechanics has provided the favorite “common ground” of an 
important group of men with a special kind of mind: active. 
inquisitive, exploring, fact-hungry. Continuing readership studies show 


3¥2 MILLION of these alert, extra-responsive ‘P.M. MINDS"—a big and 


lively market for any man-bought product from socks to shave cream. 


—WILFORD YORK 
HOFFMAN & YORK, INC. 
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ing social change than their fel- 
lows in smaller communities, while 
small town druggists are almost 
unanimous in opposition to pro- 
posals of this character. 


Shulton Boosts Budget 


Shulton, Inc., New York, will in- 
crease its advertising appropria- 
tion next spring by one-third over 
last spring, with much of it de- 
voted to the new Leigh perfume, 
“Desert Flower.” Four-color spread 
insertions in eight consumer mag- 
azines beginning in January will 
promote this scent. Reproductions 
of three oil paintings by Salvador 
Dali executed for the perfume, and 
one of an Aubray Buller painting 
of the bottle will be featured. Wes- 
ley Associates, New York, is the 
agency. 
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BUFFALO BROADCASTING 
CORPORATION 


| "RAND BUILDING, BUFFALO, N. Y. 
National Representatives: Free & Peters, Inc, 
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California Peach 
Growers to Run 
Hard-Selling Ads 


SAN FRANCISCO — After recent 
survey results showed positive in- 
dications of near-future sales re- 
sistance, the Cling Peach Advisory 
Board, representing California’s 
entire cling peach industry, has 
thrown its merchandising program 
into second gear. High speed 
awaits only approval of the plan 
by the state director of agriculture. 

The over-all promotional effort, 
which will include a permanent 
merchandising staff of six men and 
advertising schedules in national 
publications, is being adopted af- 
ter thorough study of the compre- 
hensive survey the board and its 
agency, Batten, Barton, Durstine 
& Osborn, have had under way 
the past five months. 

A shortened selling season 
caused by transportation hitches 
in getting the fruit to the markets, 


REPORT FROM 
THE FARM FRONT 


With only a modicum of press raz- 
zle-dazzle, KFI’s “NOON FARM 
REPORTER” goes about the urgent 
business of bringing farmers in the 
Pacific Southwest a daily program 
that is tailored exclusively to their 
needs. This five-year-old Public 
Interest feature has no peer in 
America’s richest agricultural area, 
due largely to the prodigious ef- 
forts of the program’s emcee—Nel- 
son McIninch. Young and person- 
able, Reporter McIninch combines 
long-time air experience with a 
vast knowledge of modern farm 
practices. He has built up an amaz- 
ing network of contacts with both 
private and governmental agricul- 
tural organizations to insure the 
utmost in accuracy and timely ser- 
vice in his daily broadcasts. 

To illustrate the helpfulness of 
the “NOON FARM REPORTER” in 
all matters pertaining to the soil, 
here is a recent testimonial from 
an executive in the Los Angeles 
County Farm Loan Association. 
This gentleman asked KFI to men- 
tion the availability of loans to 
ex-servicemen who are seriously in- 
tent upon becoming farmers. One 
announcement regarding the loans 
was made on the “NOON FARM 
REPORTER” program as a public 
service. Result was an extended 
jamming of switchboards not only 
at the Los Angeles County office 
but at the Loan Association office 
in every county in Southern Cali- 
fornia. Let KFI jam a switchboard 
for you. 
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CLEAR CHANNEL 
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NBC for tos ancetes 
Represented Nationally by Edward Petry and Company, Inc 


KFI 
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OPA price confusion—and high 
prices on all foods—are factors 
expected to make the job of mov- 
ing this year’s crop into the con- 
sumers’ hands a bit difficult. 


Campaign Started at Once 

Survey results also influenced 
the board to initiate a long-term 
advertising program immediately in 
order to get the cumulative effect 
on next year’s sales efforts. 

S. E. Plumb will head a staff of 
six on the board’s sales promotion 
force. A schedule of service adver- 
tising in women’s magazines, sup- 
plemented by business paper space, 
will begin during the winter 
months and continue through June, 
1947. This initial campaign will 
also include space in Sunday news- 
paper magazine sections as a part 


of joint sales drives now being 
worked out with other national ad- 
vertisers. 

A $500,000 budget, approved by 
the board to cover all promotional 
activities for California cling 
peaches, represents about half of 
the industry’s appropriation from 
this year’s crop, based on a $2 per 
ton assessment, divided evenly be- 
tween growers and canners. The 
remainder will be held in reserve 
for possible future emergencies. 


Moore Advanced 


William R. Moore, manager of 
Union Pacific Railroad news 
bureau, has been named director 
of public relations, succeeding 
Robert B. Denton, who has re- 
signed. 
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McGiveran-Child Adds 
Accounts, Personnel 


McGiveran - Child Advertising 
Agency, Chicago, has been ap- 
pointed to handle the advertising 
of Advance Supply Company; Al- 
K-Co Mfg. Company and the pro- 
duction of its Under-Kabinet-Kit- 
chen Lite; Dixie Frocks; Charles 
Novelty Company and _ Lenard 
Stores. 

Gerald Stein has been appointed 
head of the copy department and 
— Sebenar has joined the art 
staff. 


David Gordon Appointed 


David Gordon has joined the 
Pacific Slope Newspapers as as- 
sistant to Manager Fred Kennedy, 
with offices in Seattle. 


To Sponsor Fisher Show 


42 Products Ltd., Los Angeles, 
has signed to sponsor “Hollywood 
Whispers,” featuring George Fish- 
er; Hollywood commentator. The 
program will be heard over the 
Pacific Coast network of American 
Broadcasting Company, _Monday 
through Friday, 2:25 to 2:30 p.m., 
PST, beginning Dec. 18, for 42 
oil shampoo. Brisacher, Van Nor- 
den & Staff, Los Angeles, is the 
agency. 


Opens Miami Branch 
Bozell & Jacobs has opened its 
ninth branch office in Miami, Fla. 
Martin K. Speckter, in the agency’s 
Los Angeles office for the past 
three months and with the agency 
since 1935, has been appointed 


manager of the new office. 
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Tool Firm Plans 
Major Expansion 
for New Markets 


AURORA, ILL..—With the com- 
pletion of its additional plant fa- 
cilities now being planned, Inde- 
pendent Pneumatic Tool Company 
here will turn strongly to the farm 
and automotive supply markets 
with electric tools, automotive 


tion to the plant will serve dealers 
in farm equipment who prior to 
the war carried virtually no elec- 
tric tools but who have since 
shown considerable interest in such 
tools. He attributed this largely 
to returning veterans, who have 
learned the value of electric tools 
for farm use. The company now 
makes about 1,200 different auto- 
matic tools. 


Orders Exceed $1,000,000 


With the aggregate demand of 
the farm field, automotive supply 
and the portable electric saw mar- 
kets, Independent has accumulated 


plant facilities, Independent would 
have to increase its producton 
about one-third. 

The tools will be merchandised 
through Graybar Electric Company 
and General Electric Supply Cor- 
poration, both with main offices in 
New York. They will supply 3,000 
dealers, or about one dealer per 
county throughout the country. 


To Expand Advertising 


Advertising of Independent’s 
farm tools is being carried now 
in Country Gentleman and Elec- 
tricity on the Farm. Although 
plans are not yet completed, the 


papers. Wholesalers and dealers 
also will be supplied with extensive 
point-of-sale material. Evans As- 
sociates Company, Chicago, is the 
agency. 

Although the new addition to the 
plant is only now being planned, 
Independent Oct. 1 began using 
part of its facilities to produce 
some of the farm tools. 


Ronrico Names Newton 


Dawson L. Newton, formerly 
general sales manager of Melody 
Company, Miami Beach, has joined 
the Ronrico Corporation, Miami, as 
assistant to the advertising direc- 


Tires 


FOR THE 


TRICYCLE SET 


tools and portable electric hand 


ncy’s advance orders totaling more than|company intends to expand the ‘ : b 
past saws in unprecedented quantities. | $1,000,000, Mr. Hurley said. To|scope of its farm tool copy, and ew — oe yo Fran ge 
ated Neil C. Hurley Jr., president,| supply this demand, he declared,|for its automotive lines will prob-| merchandising monthly to the li- 


declared that the $1,000,000 addi-| would mean that, with the new|ably go into automotive business | quor trade. 


» National Income in 1947 


All this rush and crush for 
tires isn't limited to the auto- 
mobile and truck owners. 


i ¢) Im 1946- There's an even greater one 
— aia > ( reg pr here’s a Bia Job Ahead under way among the makers 
growing fost | ; of scooters, tricycles, coaster 
: A ae at ae ae 
ui Jog later on. Back orders will move forward — salesmen will sell yr om Somnginne Sa 

= again — advertising will put away its harp and grab a pick and rane 


it nae ponnosooencon 


shovel. Plan now to cultivate one of the biggest and most stable 
distribution systems in the country. 


It's another reason why the 
Akron-centered rubber indus- 
try, already bulging at the 
seams trying to satisfy the 
needs of a tire hungry pub- 
lic, is kept extra busy trying 
to meet the pent up de- 
mands for the younger set. 


Sell the Hardware Market 


It’s a billion-dollar business. Since 1939, Hardware Store Sales 
have increased 77.66%, though the trade is still handicapped by 
severe shortages in typical “hardware” lines. The Hardware 
Market consists of approximately 500 wholesalers serving up- 
wards of 29,000 hardware dealers, of whom 70.6% are located in 
towns of 50,000 and under and who account for 71% of all hardware 
store sales. (70.7% of HARDWARE AGE Retail! Subscribers are 
found in towns of 50,000 and less.) 

Have in mind, the hardware store is a favorite buying center 
for the entire family, presenting merchandise selections in variety 
and quality among 60,000 or more items. The Hardware whole- 
saler-retailer national net-work is a vital distribution factor for 
manufacturers whose products are used in the home, on the farm 
and in industry. 


All this adds up to make 
Akron the ideal Market for 
your sales promotions and 
it's no secret that the Beacon 
Journal is the only means of 
telling your story to all 
Akron buyers. 


- 
AGE 


Call regularly . .. on 4,689 executives, buyers and salesmen in 
the firms which do 100% of the wholesale hardware business. Call 
regularly — on 18,582 owners and salesmen in approximately 
18,000 top-flight retail hardware stores. Cal/ regularly with 
HARDWARE AGE, the national Hardware Dealers’ Magazine. 
Remember, each subscription to HARDWARE AGE is voluntary 
; and paid-in-advance. It is the only wholely voluntary and 
ff invited circulation in the national field. This fact, plus a 46.6% 
circulation growth since June 1939, and the annual subscription 
renewal rate of 86.67%, is positive evidence of reader interest. 
was" Sten / 


They read ads for product information and sales ideas. Merchants 
tell us they read HARDWARE AGE first because they find 
there practically all the ads found in other hardware papers and 
many more seen in HARDWARE AGE alone. Informed adver- 
tisers know this fact. During the first 9 months of this year 
HARDWARE AGE carried 134.07% more advertising pages than 
any other hardware paper, and an increase of almost 8% over its 
own total for the full year previous. 


+ 
\ 


MN 


Say the word and a HARDWARE AGE representative will call and 
present additional facts regarding the Billion-Dollar hardware market, 


| 

\ 
\ 

1 
4 


JOHN S. KNIGHT 


PUBLISHER 


Wain Entrance to the Great Hardware Market 


HARDWARE AGE 


A Chilton Q Publication 00 East 42d Street, New York 17, N.Y. 


@ Charter Member 


REPRESENTED by: 


STORY, BROOKS & FINLEY 
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NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
typeg to select from, each 
packed in a compact, refill- 
able leatherette case. 


New 24-Page Type 
Catalog FREE! 


i 
1415 ROSCOE ST., CHICAGO 13, ILLINOIS 
eats 


|than general 


Cuban Agencies 
Work on 17.6%, 
Counsel Politicos 


Newspapers Offer 
as High as 25%; U. S. 
Copy Errs, Soria Says 


NEW YorK—American advertis- 
ing agencies which worked on last 
week’s elections can wish their 
work had been done in Cuba—for 
political advertising rates in Cuban 
newspapers are nearly 100% higher 
rates, a candidate 
must poll a majority of votes or 
participate in a run-off, and agen- 
cies operate on a 17.65% commis- 
sion. 

These and other highlights of 


the current Cuban advertising 
scene were disclosed by Louis 
‘Soria, partner of Soria & Ruiz, a 
Havana agency, in an interview 
with ADVERTISING AGE. 

Mr. Soria is particularly proud 
of the Cuban equivalent of the 
Four <A’s, the Associacion de 
Agencias de Anuncios, which now 
has 14 agencies with aggregate 
billings of nearly $3,000,000. 


Newspapers Offer More 


The 17.65% commission grew 
out of a curious situation, Mr. 
Soria said, in which magazines 
paid a 15% commission, and news- 
papers offered as high as 25%. 
The 17.65% was established to pro- 
vide a reasonable basis, and also 
to yield the agencies 15% on the 
net. 

A common mistake of American 
advertisers is ignorance of local 
social structure, Mr. Soria said. 
He recalled advertisements of re- 
frigerators showing an apron-clad 
woman removing food from the 
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cabinet. In Cuba, he explained, 
women able to buy refrigerators 
do none of their own housework— 
with plenty of servants available. 

Similarly, he pointed out a ten- 
dency on the part of advertisers 
to think that any advertisement 
translated into Spanish is applic- 
able arn'ywhere south of the border. 
“They just toss in a cactus for 
Mexico, a royal palm for Cuba, a 
set of maracas and think it’s good 
anywhere,” he said. 


Must Revamp Ad Themes 


Themes have to be changed, he 
emphasized, recalling that one of 
his accounts, Wildroot Company, 
used an anti-dandruff theme in the 
U. S. In Cuba, however, tests 
showed that personal appearance 
was a far better theme than dan- 
druff prevention, and the copy was 
slanted in that direction, emphasiz- 
ing the appeal of well-groomed 
hair, 

Another facet of Cuban agency 
practice is for media to grant a 


DIALITIS ar among WTIC listeners! 
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\ Habit of 


changing stations 


after each program 


DIRECT ROUTE TO 
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15% commission to agencies out- 
side the country placing copy, plus 
an additional 10% to the Cuban 
agency supervising it locally. 

Mr. Soria thinks international 
advertisers would be better advised 
to let local agencies adapt their 
copy to markets. Cuban produc- 
tion and technical facilities are 
good, he said. 

Besides Wildroot, Soria & Ruiz 
places copy for Admiral Radio and 
Brown-Forman Distillers in Cuba, 
and copy for the Cuban distribu- 
tors of Sheaffer pens and Elizabeth 
Arden cosmetics. 


Outdoor Suffers During War 


Media on the island include 10 
newspapers, two networks, CMQ 
and RHC, and a sizeable outdoor 
industry. During the war outdoor 
advertising suffered in the island, 
Mr. Soria reported. The Cubans 
converted many of their automo- 
biles to alcohol, so the gasoline 
shortage wasn’t a factor, but lack 
of tires reduced traffic consid- 
erably. 

Other advertising angles on the 
Cuban scene: Cigars, one of Cuba’s 
most famous products, get practi- 
cally no promotion, with only one 
company buying a few radio spots; 
Cuban cigarets, on the other hand, 
get a heavy promotion, with five or 
six brands scrapping to capture 
the market. (American cigarets 
are sold in Cuba, but attract most 
buyers among Cubans who have 
lived or been educated in the 
United States, and acquired a taste 
for our cigarets.) 

American liquor, notably bour- 
bon, is making slow progress in 
Cuba, Mr. Soria said, due princi- 
pally to the earlier appearance of 
Scotch on the scene, and to the 
competition of rum, which is much 
cheaper. Cuban rums~° and beers 
are heavily advertised, he says. 


Developed House Agencies 


Agencies arrived somewhat tar- 
dily on the Cuban scene, with the 
result that some of the largest 
advertisers were originally forced 
to build up large advertising de- 
partments to handle direct place- 
ments, and these departments 
have, in some cases, been converted 
into house agencies. 

With the exception of these com- 
panies, most of the advertising in 
the island is placed by the 14 
agencies in the AAA. Cuba’s pop- 
ulation is approximately 4,500,000, 
or about the size of Chicago, and 
800,000 of it is concentrated in 
Havana. 

Political campaigns have the 
same intense interest in Cuba as 
in other Latin American countries. 
Newspaper rates are 100% higher 
for political advertising, and 
agencies often handle the cam- 
paigns of candidates. Cuban law 
requires a majority of votes for 
election. Thus if none of five can- 
didates polls 50.1% of the vote, a 
run-off between the top men is 
necessary. 


Write for Folder 


“Facts About the Men Who 
Handle America’s Foreign 
Trade”’ 


20 Vesey Street 
New York 7, N. Y. 
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Group Sessions 
Feature Four A’s 
Meeting Nov. 18 


NEw YorK—Twenty-eight chair- 
men and discussion leaders will 
participate in seven two-hour 
group sessions at the 1946 eastern 
annual conference of American 
Association of Advertising Agen- 
cies sponsored by the New York 
Council at the Waldorf-Astoria 
Hotel on Nov. 18. 

Panels will cover copy, media, 
mechanical production, art and 
layout, radio production, research 
and management. 

Henry R. Luce, editor-in-chief 
of Time, Life and Fortune, will 
discuss “U. S. Foreign Policy” at 
a dinner session, which will fea- 
ture entertainment provided by 
CBS. Robert M. Ganger of Geyer, 
Cornell & Newell, New York 
Council chairman, is chairman of 
the conference. 

Theme of the management group 
is “Where Are Agency Profits Go- 
ing?”, with Ray Vir Den of Len- 
nen & Mitchell as chairman. Ger- 
ald H. Carson of Benton & Bowles 
will head the copy group; E. A. 
Elliott of Campbell-Ewald the 
media group; John J. Quinn, Ped- 
lar & Ryan, the mechanical pro- 
duction group; Deane Uptegrove, 
Alley & Richards, art and layout; 
William B. Lewis, Kenyon & Eck- 
hardt, radio production, and Dr. 
Vergil D. Reed, J. Walter Thomp- 
son Company, research, 

Guest participants in the me- 
chanical production session will 
be Eugene Williamson of William- 
son & Co., on plastic plates; Don- 
ald Macauley of Donald Macauley 
Paper Company, on the paper 
stock situation, and William A. 
Young, Indianapolis Times, on 
run-of-paper color printing. 

Alfred Stanford of the Bureau 
of Advertising, ANPA, and Bernice 


Want to 
( SELL @ duck? 


OF COURSE NOT... bu: 


if you did, or if you have any- 
thing you want to place before 
an exclusive group of BIG 
BUYERS, you'll be interested 
in a new survey “Ranchmen 
Want To Buy,” just completed 
by The CATTLEMAN Mag- 
azine. The 22 major items 
alone surveyed show an im- 
mediate market of over a half 
billion dollars! A copy of this 
survey is yours for the asking. 


— Felattleman 


my Fo BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


Upset GREAT RANCH MARKET 


Fitz-Gibbon, Gimbel Bros., will 
speak at the copy session, and 
Victor H. Pelz, Traffic Audit Bu- 
reau, at the research session. One 
subject at this session, by Wal- 
lace H. Wulfeck of Federal Ad- 
vertising Agency, will be the 
“soundness” of newspaper re- 
search. 


Two Name Sheer 


N. J. Industrial Company and 
the Singer Radio & Television 


Company, both of Newark, have 
appointed the William N. Scheer 
Advertising Agency, Newark. 
Magazines, newspapers, and direct 
mail will be used. The agency has 
recently established a section spe- 
cializing in electronics products, 
headed by Robert J. Walsh, ac- 
count executive. 


Name Columbus Agency 

Mumm, Mullay & Nichols, Co- 
lumbus, O., has been named to 
handle the advertising of Ameri- 
can Art Works, Inc., giftware di- 
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vision, Coshocton, O., maker of|and accessories; Wall-Trends, Inc., 
supper trays and other gift items;|New York, decorator wallpapers, 
Farber Brothers, New  York,|and Wizard Weavers, Inc., Colum- 
maker of Krome-Kraft giftware!bus, specialist in repair services. 


PICKS UP AND DELIVERS 
Anything from a letter to a truckload 


shipment. Rush delivery of anything 
anywhere in Chicago 
—to the railroad sta- 
tions, alrports or 
trucking platforms. 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 
PHONE DEL. 1234, 412 N. Wells St., Chicago 


In January 


MIOUOLR 


Over 63,800 


Car Dealers « Independent Servicemen « Jobbers 


Will Review the Show 


In the old days "Trade Day" was when the car dealers and independent ser- 
vicemen came to the A. S. |. Show. This year there isn't any "Trade Day" 
as such—but you will find an effective substitute 


In January MOTOR GIGIz 


—the A. S. |. Show Review number and preview of the automotive after- 


market in 1947. 


This Show Review issue will have many advantages for advertisers. It will 
take the show to the trade, who do not attend but who do buy what is ex- 
hibited there. It will keep alive Show impressions and act as a reminder to 
help straighten out the jumble of data taken home from Atlantic City. It 
will be the show to thousands of prospective customers, wholesale and retail, 
who cannot attend in person. It will be a buying manual and reference bouk 


A 
CHILTON for 1947. 
PUBLICATION 


Lu) 


appropriation. 


And not least of all, January space will apply against your sturdy new 1947 


Color forms close December 16. Final black and white, December 20, 1946. 


MOOR AGE Chestnut and 56th Streets, Philadelphia 39, Penna. 
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A New Viewpoint on 


‘Management Slowdown’ 

To the Editor: Your provocative 
editorial —— “Management Slow - 
down”—is interesting but seems 
to miss the point by a wide mar- 
gin. In taking the stand that a 
management slowdown might con- 


This department is a reader’s forum. Letters are welcome. 


thing other than hard work, con-|cizing management for taking the 


centration and sacrifice of many 
of the human values which go to 
make up a full and complete life. 

When a man who has worked as 
hard as most management heads 
to reach his present position sits 
down and analyzes the situation 


time to get a little fun out of life, 
ADVERTISING AGE should run a 
symposium on how the men who 
really make the business in this 
country can get even more per- 
sonal enjoyment out of life as it 
is lived today. 


. ‘ where two or three days a week Mau Parks 
ceivably be deleterious to the| are donated to the government in ier Wook 
management involved, you forget/the form of high taxes, you can- ee . 
to take the human factor into ac-|not blame these men for feeling os 
count and say nothing of the cir-| that they should use these days Publicity Handouts 


cumstances which have developed 
this “management slowdown.” 
From your own experience, you 
know that a great majority of the 
men in management today reached 
their positions by beating their 
brains out 16 to 18 hours a day. 
Calling on top management men 
as I do has definitely proved that 
it is a rare occasion when a man 
reaches his position through any- 


to develop their own personal 
lives. And, when they see many 
of their friends dropping dead 
from heart failure or overwork 
in their middle forties or early 
fifties, they have another power- 
ful reason for “taking it a little 
easy.” 

I think that ADVERTISING AGE 
ought to open this up for further 
discussion, and, instead of criti- 


Rile Country Editor 


To the Editor: I’ve never met 
Lee Meyers, “Public Relations,” 
who sent in his extortion gripe in 
the Sept. 23 issue of AA, but I 
think the “extortion letter’ you 
printed is symptomatic of a trend 
in weekly papers. 

I enclose a copy of a very widely 
read (and much _ quoted-from) 


Oi a 


"They just heard about the easy sales in the RICH IOWA MARKET!’’* 


Use the Des Moines Register & Tribune and 
one of the nation’s big metropolitan markets 
falls right into your lap! That’s because this 
unique newspaper makes one “‘city” out of the 
whole state . . . concentrates Iowa’s high- 
powered urban spending in one convenient 
package! No wonder so many space buyers use 
a special yardstick in measuring the coverage 
of this great metropolitan newspaper! 


THE DES MOINES 
REGISTER ann TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


*This year’s corn crop is the largest in lowa’s history. 
ABC Circulation September 30, 1946: Daily 362,682 — Sunday 475,461 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
And George D. Close, Inc., San Francisco—Los Angeles—Seattle 


column which ran, coincidentally, 
this past week, in the Wyoming 
Countian, Bert VanDyke, editor, 
Tunkhannock, Pa. 

Evidently Mr. Scribblum feels 
the same way about it as does H. 1. 
Crumpler of New Bern, N. C. 

I’m sure that Van—he’s a per- 
sonal: friend of mine—will not 
mind your reprinting any or all of 
his Scribblum column; in fact I 
just gave him a ring and he says, 
with characteristic emphasis— 
“Hell yes! And I hope it does 
some good!” 

I might say that Van read me 
his screed before he printed it and 
if it lacks the punch in print that 
he had in it when he read it to me, 
I take the blame because I pointed 
out to him that if he said what he 
really wanted to say he’d lose 


some ‘dear old ladies” as sub- 
scribers. 
So, if Van’s diatribe seems 


somewhat mild, blame a nosy 
preacher for it! ‘ 
WILLIAM M. HuNTER, 
Pastor, First Presbyterian 
Church, Tunkhannock, Pa. 


[Editor’s Note: The author of 
the Scribblum column, described 
by the Rev. Mr. Hunter, reports 
that in one mail, the Wyoming 
Countian received 34 letters “of 
varying bulk and content”—every 
one of them “designed to get some 
free publicity in this newspaper” 
—which he considers quite a rec- 
ord for a “little country news- 
paper.’’] 

7, ¥ 


Welch Grape Juice Co. 
Is Buchanan Account 

To the Editor: I am writing you 
in reference to the article which 
appeared on Page 23 of the Oct. 
14 issue of ADVERTISING AGE. 

This article referred to the 
Welch Grape Juice Company, 
H. M. Kastor & Sons Advertising 
Company and the Federal Trade 
Commission. 

May I point out that the Welch 
Grape Juice Company has been 
under new management for over 
a year and a half. Buchanan & 
Co. has been the advertising agency 
for more than one year. Con- 
sumer tests, made last year, indi- 
cated a widespread liking of grape 
juice as a regular beverage. Con- 
sequently, Welch’s advertising for 
over a year has been directed to- 
ward selling its flavor and good- 
ness to the entire family. 

I would also like to call your at- 
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tention to the fact that Welch 
makes and advertises nationally 
other products such as grape jelly, 
grapelade, orange marmalade and 
tomato juice, all well known prod- 
ucts which have as great a con- 
sumer acceptance as grape juice. 

I am hoping that you will de- 
vote space in your publication to 
bring your readers up to date on 
the Welch Grape Juice Company 
and its present agency connections. 

CourRTLANDT P. Drxon, 
Buchanan & Co., New York. 
F Vv F 

Cites a ‘Violation’ 

To the Editor: I have nom- 
inated the enclosed as the most 
tasteless advertisement of 1946. 

Its publication would be most 


|, Maybe our ode should be emitled “The Horses Entroat™ or 
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instructive as a striking violation 
of the canons of good advertising. 
PRENTISS JOHN, 
New York. 
x 2 


Credit Goes to Knollin 

To the Editor: Having followed 
the Creative Man’s Corner for 
some time, I am pretty sure its 
author believes in credit where 
credit is due. Hence this note to 


More Advertisers Use 
More Space in... 


than in any 
other Outdoor 
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inform him that credit for the 
fine “folksy” copy for Gump’s 
(“Grandpa said to Hell with 
Boats,” as quoted in your Oct. 14 
issue), belongs to Jimmy Knollin’s 
agency here in San Francisco, 
which is one of the best. The Cre- 
ative Man, and anyone who 
shares his desire to know more 
about Gump’s, is referred to the 
November issue of American 
Business magazine, which will 
carry an article on that fabulous 
institution. 
JOHN J. O’RourKE, 
Farrar & O’Rourke, San Fran- 
cisco. 
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Body on Wrong Head? 

To the Editor: I was very much 
interested in “The Pay-Off” col- 
umn on Ed Robinson’s “Two Acres 
and Security,” because after read- 
ing it I found it very difficult to 
believe in its accuracy. Is it pos- 
sible that you made a mistake in 
rating the headings? I have 
checked all employes in our or- 
ganization, and to a person they 
chose “Two Acres and Security.” 

If you made no mistake, I would 
suggest that Mr. Robinson go a 
step further and test not only 
heads, but also how those heads 
might pull in different sections of 
the country. 

It is my conviction after a rather 
exhaustive off-duty check that in 
southern California, at least, Mr. 
Robinson’s “body is on the wrong 
head.” 

CHARLES C. RAMSEY, 

The Phillips Company, San 

Diego, Cal. 


7, y 


Says Mailing Results 
Are Not Typical 

To the Editor: Naturally, I fol- 
low the Pay-Off column with a 
great deal of interest. I have a 
pretty good hunch who the writer 
of this column is even though he 
hasn’t emerged from behind the 
WHISKERS. 

I dare him to take Page 53 of 
the Oct. 28 issue and show the 
Pay-Off column to Harold 
Schwartz, Milton Mendelsohn and 
Nelson J. McMahon and get their 
reactions. If there ever was a six- 
month period on which no one can 
base future predictions and which 
has no comparable base in pre- 
vious years, the figures Miss 
Walker gave you for those six 
months are the most variable. 

It is a tough job selling space 
which, as you know, is largely an 
advisory job beyond furnishing 
the skeleton of facts concerning a 
publication—its circulation, read- 
ership and such. I am not afraid 
of the effect of this particular col- 
umn on experienced mail order 
people but those who don’t know 
will. be encouraged to buy space 
appearing in June and July rather 
than April and May and there are 
many publications that won’t do 
well then. If Miss Walker were 
to show profitable mailing periods, 
percentagewise, against her Feb. 
14, 1946, I rather imagine that 
any May 1944 and July 11, or 
thereabouts in 1944, would show 
up as a peak compared with any 
of the figures that she gave you. 
Figures on mail order are relative 
and unless you reduce those fig- 
ures to a common denominator, 
save the one you are testing, you 
are completely misled. 

WILLIAM R. STEWART, 
Chicago. 

[Editor’s Note: Mr. Stewart re- 
fers to the chart presented in the 
Pay-Off which reported a detailed 
week - by - week study of results 
from direct mail (not publication 
advertising) made by Edith 
Walker of the Book-of-the-Month 
Club. The study was based on 
identical mailings to former sub- 
scribers during a 16-week period 
—from Feb. 4 through July 11, 
1946.] 


Delta Answers 
Airline Critics 
in New Series 


ATLanTA — Airlines, which for 
the past few months have ab- 
sorbed a welter of verbal punches 
from magazines, columnists and 
other forms of transportation, are 
beginning to hit back. This week 
Delta Airlines, operating in the 
South, took space in 27 newspa- 
pers in on-line cities to present its 
side of the picture. 

“Travel to and through the 
South is easier, faster than ever 
before,” Delta declared, and went 
on to point out that: (1) it now 
has six times as many planes and 
eight times as many seats as dur- 
ing the war; (2) Delta has cut 
fares 10%; (3) articles depicting 
travel jams have centered their 
criticisms on LaGuardia Field, 


New York, which isn’t typical and 
“Delta operates mainly in the 
South and has the advantage of 
many airports greatly improved 
and enlarged during the war.” 
To other criticisms of failure to 
operate in foul weather, of scram- 
bled reservations and crack-ups, 
Delta replied: (1) During Sep- 
tember’ it operated at 99.02% of 
scheduled mileage; (2) it has ad- 
ded telephones as fast as they 
were available, trained new per- 
sonnel; (3) It has just received a 
special citation from the National 
Safety Council for ten years of 
operation without a fatality. 
Turning to the jobs of other 
forms of transportaion, Delta says 
flatly that “Air travel is five times 
as fast as first class surface means, 
yet the cost is often less... chil- 
dren up to 12 years at half-fare, 
while youngsters under two ride 
free. . . Delta service has reached 
a new high. Some years ago we 
had one employe for each seat 
aloft, now we average 33%, em- 
ployes for each seat in the air.” 
“Frankly,” Delta concluded, “we 


feel that recent airline criticism 
has placed undue emphasis on 
relatively infrequent incidents. Air 
travel today is more than ever the 
fastest, cleanest and most com- 
fortable form of transportation. 
Delta welcomes an opportunity to 
demonstrate these facts.” 

The agency handling the ac- 
count, Burke Dowling Adams, Inc., 
Montclair, N. J., charged in a let- 
ter to AA that magazines and 
newspapers have had a field day 
in belaboring the airlines, while 
railroad advertising has indulged 
in “a concerted effort to frighten 
the public away from air travel.” 

The problems of the airlines 
have received undue attention, the 
agency indicated, pointing out that 
the automobile industry has re- 
ceived little criticism for its fail- 
ure to reach peak production, nor 
have the railroads been blamed 
for the freight car shortage. 


Appoints Whiteside 
Mrs. Mai Whiteside has been 


appointed account executive of 
C. E. Fitzgerald Associates, Dallas. 


‘Oneonta Star’ Sells Ads 
Via Business Pictures 


The Daily Star, Oneonta, N. Y., 
last month tried out and found suc- 
cessful a new retail advertising 
technique — soliciting advertising 


for a_ pictorial business page. 
Titled “Picture News of Local 
Business,” the page shows local 
residents patronizing business 
establishments, and employes of 
these businesses at work. 

Although the rate is “consider- 
ably higher” than general display, 
the original page was sold in less 
than one day by one advertising 
solicitor. It is sold on the basis of 
four times with four changes of 
copy, and is already booked for 
several months with a “substan- 
tial” list of non-regular adver- 
tisers. 


Two Name Moss & Arnold 


Florence Art Company and 
Minna-Leah Creations have ap- 
pointed Méss & Arnold Company, 
New York, to handle campaigns 
to promote display statuettes for 
merchandising, advertising and 
sales promotion. Trade publica- 
tions and direct mail will be used. 


- 


Why ABC won the 
ATS award for 


= 


Practical television on an economical basis 
puts ABC first in the commercial field 


The American Television Society Award ‘‘in recognition of the year’s 
outstanding contribution to the development of television commercially” 
was recently won by the American Broadcasting Company. 

The winning of this award points again to the sound commercial policy 
ABC set up when its Television Department was established over a year ago: 


‘‘Build shows which are economically practicable for advertisers — 
considering present audience limitations. And help advertisers build 
effective commercials that will really sell their products by television.’’ 


This is what ABC has been doing and plans to keep on doing. Advertisers 
need an opportunity to experiment at low cost with this powerful new 
medium. They need a chance to gain experience, learn new techniques, 
develop an understanding of television methods so that they will be able 
to take full advantage of television as it comes of age. 

To give advertisers this opportunity, ABC started out by using tried 
and proved radio programs and techniques — adapting them to television 
in the most practical and economical ways. At the same time, ABC gave 
advertisers the benefit of rich radio programming experience in developing 


Commercial Television 


new shows for video. 


And to keep costs in line with today’s limited television audiences, ABC 


charges nothing whatever for air time! 


At the right is a list of advertisers who got their start in television on 
ABC. As a result of that experience, many are making plans now for 


extensive use of television in the future. 


The time is past for just thinking about television as the advertising 
medium of the future. It’s here, right now, and ABC is 
busy helping many a wide-awake advertiser get in on the 


ground floor. Why not you? 


SEND FOR FREE BOOKLET. If you'd like to see what ABC has already 
done in the field of commercial television and plans to do in the future, 
just drop a note to ABC Television, 33 West 42 Street, New York 18, 


N. Y., and ask for your copy of ‘‘The Show’s the Thing.” 


ABC 


NOW OPERATING IN: NEW YORK +; 


American Broadcasting Company 
FIRST IN TELEVISION THAT SELLS 


CHICAGO + PHILADELPHIA + 


WASHINGTON + SCHENECTADY 


Ye says 
the thir. 


Here are some of the 
commercial programs 
televised by ABC 


FIT FOR A KING 


HERE’S MORGAN 


’ 82nd Airborne Division Victory Parade 


(Chevrolet Motor Co.) 


(Adler’s Shoes) 


THE FITZGERALDS 
(Gertz Department Store) 


CHIME TIME 
(A. E. Rittenhouse Company) 
WRITE ME A LOVE THEME 
(Sweetheart Soap) 
ELK'S PARADE (BPOE) 
TAM O’SHANTER 
(U.S. Rubber Company) 
MINNEAPOLIS AQUATENNIAL 
(U.S. Rubber Company) 
NATIONAL AIR RACES 
(U.S. Rubber Company) 
SARATOGA RACES 
(Berkray Corporation) 
LET'S PLAY THE GAME 
(Alexander Stores) 
LADIES BE SEATED (B. 7’. Babbitt, Inc.) 
EASTER PARADE (Esmond Mills) 
DETROIT GOLDEN JUBILEE 
U.S. Rubber Company) 
MISS AMERICA PAGEANT 
(George W. Luft Co.) 
LETTER TO YOUR SERVICE MAN 
(John David, Inc.) 
BREAKFAST CLUB (Swift & Co.) 
QUIZ KIDS (Miles Laboratories) 
LADIES BE SEATED ( Chef Boy-Ar-Dee) 
TIME BREAKS (Waltham Watch) 
ESQUIRE ALL-AMERICAN BOYS’ 
BASEBALL GAME ( Esquire Magazine) 


And ABC is always out in 
front with public service 
features like these: 


Opening Day, UN Security Council 
National Aviation Show 

Memorial Day Parade 

Operation Crossroads 

Staten Island Fire 

America’s Town Meeting of the Air 
Ireene Wicker Series 

Roosevelt Memorial Program 
Washington, D. C., Planning Committee 
Navy Day Activities 
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New Blanket Ends 
Offset on Press 


INDIANAPOLIS—One of the banes 
of newspaper printing—first im- 
pression offset—has been elimi- 
nated in the plant of the Indian- 
apolis Star, delegates to the Great 
Lakes Mechanical Conference here 
Oct. 27-29 were told. 

The trick is performed by means 
of a new blanket developed by 
Minnesota Mining & Mfg. Com- 
pany and suggested by F. L. Yea- 
ger, Star production manager. The 
revolutionary blanket, which is 
said to eliminate offset entirely, is 
composed of microscopic glass 


spheres (50,000 to the square inch) 
held on a draw sheet with an ad- 
hesive. 


To John Mather Lupton 


Federated Metals division of the 
American Smelting & Refining 
Company, New York, has ap- 
pointed John Mather Lupton Com- 
pany, New York. Advertising will 
probably be scheduled for early 
1947. 


Appoints Mercready 


Mercready & Co., Newark, has 
been appointed to handle the ad- 
vertising of Thread-Miller Corpo- 
ration, West Orange, N. J., manu- 
facturer of special machine tool 
accessories. 


ARROW 
PHOTO COPY CO. 


9 
CHICAGO 


612 NO MICHIGAN AVE 


™~ 


414 SO. STATE STREET 


Capper Boosts Constant 
to Eastern Manager 


Kenneth H. Constant, 
manager of the 

farm paper diVi- px 
sion of Capper = j 
Publications, has ~ 
been promoted to -f 
eastern manager 4 
with headquar- .. 
ters in New = 
York. He has 
been with the 
company since 
1923 and in the 
New York office 
for the past 19 Kenneth Constant 
years. 

During the war Mr. Constant 
served in the Army as a lieutenant 
colonel. 


eastern 


Buys Chicago War Plant 


Electric Storage Battery Com- 
pany, Philadelphia, has purchased 
a Chicago war plant located at 
5335 S. Western Ave. from the 
War Assets Administration for 
$1,000,000. The property consists 
of seven acres of ground, with 
buildings containing 183,000 sq. ft. 


of floor space. 


Advertising Age, November 11, 1946 


Harvard Prints 
Annual Reports 
on Store Sales 


Department and 
Variety Stores’ 
Expenses Shown 


_Boston—Department stores in 
1945, as in 1944, spent only 60% 
as much for advertising, in rela- 
tion to their gross sales, as they 
spent from 1935 to ’39, a report 
by Harvard University’s Graduate 
School of Business Administration 
shows. 

The report, “Operating Results 
of Department and Specialty 
Stores in 1945,” is the 26th in a 
series made by the school in co- 
operation with the National Re- 
tail Dry Goods Association. The 


NO ..- know the man nobody knew! 


Just released! A nationwide Starch survey of 


“The Man Who Reads the Pulps!’’ 


Are pulp mags thoroughly read? Most agency men and advertisers 
know the answer to that—figures now show 68% of pulp readers 
read all or almost all of every issue. % But who are these readers? 
That was a matter of speculation—until Dr. Starch went to work. His 
nationwide survey—recently released—now clearly defines today's 
pulp market with specific, factual data—incomes, occupations, home 
and car ownership, brand usage, hobbies—and other vital statistics. 

This pioneer analysis shows that THRILLING FICTION GROUP readers are, 
in many respects, even above national averages. The study definitely 
removes many misconceptions about pulp readers’ cultural and economic 
backgrounds. + Space buyers, account executives, sales and advertis- 
ing managers will want to see this clear-cut picture of a mighty plus- 


2,000,000* man market as revealed by Dr. Starch’s survey. Today, 


phone, write or wire for the complete story. 


THRILLING FICTION GROUP 


10 East 40th St., New York 16, N. Y. 


VAnderbilt 6-4424 


9 South Clinton St., Chicago 6, Ill. 


*ABC—2,385,055 


Franklin 5494 


: Reavnit : 


study was directed by Malcolm P. 
McNair, professor of marketing. 

A similar report by Professor 
McNair, “Expenses and Profits of 
Limited Price Variety Stores in 
1945,” shows, on the other hand, 
that ad expenses of variety stores 
last year were about the same as 
before and during the war. This 
study, the 15th of its kind, was 
made in cooperation with the Lim- 
ited Price Variety Stores Associa- 
tion. 


2.2% for Advertising 


For the department stores, 1945 
ad expenses amounted to 2.2% of 
net sales. The percentage from 
1935 to ’39 ranged from 3.6 to 
3.8. For the variety stores, ad 
costs have been put at either 0.3 
or 0.4% every year since 1932, 
except 1940, when they were 0.5% 
of sales. 

A new question in the 1945 sur- 
vey concerns department stores’ 
intentions to add or reduce the 
number of brand name lines. Of 
121 firms replying, 89, or nearly 
three-fourths, plan to add more 
manufacturers’ brands, 23 plan no 
change and only nine will de- 
crease the number of such lines. 

The department stores showed 
the following percentages of net 
sales devoted to various media 
costs: 1.6 to 1.9% for newspaper 
advertising; 0.5 to 1.5% for direct 
mail; 0.1 to 0.25% for radio, and 
0.1 to 0.25% for miscellaneous 
media. (Replies were for various 
sizes of stores.) 

For the specialty stores, adver- 
tising amounted to 3.3% of net 
sales in 1945, compared with 
slightly more than 4% in the late 
30s. 


Cost Per Sale Up 


The two reports contain nu- 
merous statistical compilations, 
charts and analyses of sales by 
divisions, expense trends, inven- 
tory and stock-sales rations, taxes 
paid, etc. 

In an abstract of the report on 
department and specialty stores, 
the business school’s research di- 
vision asserts that the 11.5% in- 
crease in sales for 1945 over 1944 
was the lowest year-to-year gain 
since 1940; stores in the low-vol- 
ume groups had lower gross mar- 
gins than larger stores; for larger 
department stores, the cost per 
sales transaction was 81 cents last 
year, 74 cents in 1944 and 67 
cents in 1939. 

The survey shows that, from 
1939 to 1945, large department 
stores’ sales increased about 105%, 


‘|the number of sales increased only 


about one-third, and expense per 
sale increased about one-fifth. 

The report on variety chains 
shows their sales increased 4% 
in 1945. Sales in 1945 were 65% 
above the 1935-39 average. The 
report predicts that reversion to 
“prewar upper price limits” by 
the chains is doubtful. The em- 
phasis, it says, “probably will con- 
tinue to be placed on securing 
larger sales through increasing 
volume rather than through open- 
ing stores in new locations.” 


Form Food Company 


John M. Eagle & Co. has been 
formed at 1322 S. Wabash Ave., 
Chicago, for the production, sale 
and distribution of canned meats 
and fine foods on both a domestic 
and international scale. John M. 
Eagle, formerly vice-president and 
general manager of Ready Foods 
Canning Corporation, Chicago, is 
chairman of the board and Robert 
E. Spiel, formerly director of mer- 
chandising of Weiss & Geller, Chi- 
cago, is president. John L. Fortune 
Jr., affiliated in an executive ca- 
pacity with the Fortune Brewing 
Company, Chicago, is treasurer. 


Form Portland Agency 

West States Advertising, Inc., 
with offices in the Governor build- 
ing, Portland, Ore., has been 
formed with B. P. Wertheimer as 
president, W. N. Wilson, sales 
manager and W. E. Myric, pro- 
duction manager. 
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IT’S A FACT! 


“Retail food sales in the Oregon 
Market are equal to those of 


7 St. Louis, Akron and New Or- 
” leans combined. This means 
| 
IT’S A FACT! sales opportunity for new 
“I'd advise manufacturers to brands, and established brands.” 
take a good look at the Oregon — ROY G. JOHNSON 
Market now. The annual figure ee Pres. Portland Food Brokers Club 
on retail drug sales —$36 mil- 
lion—is not to be scoffed at.” 
JACK LYNCH, Manager 


Portland Retail Druggist Assn. it’s A FACT! 


“The buying power of Oregonians 
is ever on the increase. The popu- 
lation here is constantly on the 
increase, thereby affording more 
purchasing power for eastern 
firms who desire a highly un- 
touched market.” 


EDWARD N. WEINBAUM 
Mer., Portland Retail Trade Bureau 


IT’S A FACT! 
“Basic resources assure higher-than- 


it’s A FACT! average income in this big market— 


PS . Oregon and Southwestern Washing- 
Surveys show buying power almost ton. Now, manufacturers of quality 
trebled since 1939 in this area. 1940- products have an unusual opportun- 


= npr vy far short of covering ity to widen distribution here, where 
is market. ; : ti 
sae.  Cageene increasing sales opportunities are 


Publisher, Automotive News of Pacific N.W. assured.” 


Mgr. O Automotive Dealers Assn. ARNOLD KUHNHAUSEN 
ills shaca can ela eidatinimiattig occa Pres. N.W. Appliance Retailers Assn. 


IT’S A FACT...there are BIG 


in THE BIG orEGON MARKET 


Take ACTION NOW toestablish your product or increase 
your volume in the big Oregon Market. Buying power has 
increased 184% here since 1939 — 57% more than the 


THIS BOOK GIVES national average increase. This market has enjoyed a 
THE FACTS ABOUT tremendous population growth since 1940 — continues 
THE BIC to grow! 


‘\ OREGON MARKET. Quickly and firmly entrench your product in the entire 

\ WRITE FOR YOUR Oregon Market.while products are scarce— while demands 

— wore and incomes run high. ACTION NOW means profitable 
sales opportunity for you. 


PORTLAND'S LARGEST NEWSPAPER SELLS THE OREGON MARKET 


The Oregonian is first in the Oregon Market—Arst in 
daily circulation, first in Sunday circulation, and first in 
circulation growth. With its intense circulation in 
Portland, and exceptional coverage throughout the en- 
tire market, The Oregonian is your first choice to sell 
the growing Oregon Market. 


Che Ore 


PORTLAND 


onian 


OREGON 
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The Great Newspaper of the West 
REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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The reader of - 


the man’s magazine 


is the market for you 


esot Sa, ww 


1 He’s in the chips, though not a Croesus, the average TRUE y | 
reader enjoys a family income of $4,716, 'way above the ° 
national average ($2,633). He's a settled, sound business— 
man, 37 years old, owning his own home more often than 
not. It's a mighty good home too —— a lot better than 
most being built today. 


3, He’s a head of a family — 80 per cent of TRUE's readers 
are or have been married. Half of these married men have 
children. TRUE's huge secondary readership, which is about 
85 per cent, comes from these families. But loyalty to 
TRUE isn't surprising —— over half of TRUE's readers have 
read all of the last 12 issues. 


He’s smart! Big business executives and proprietors of 
businesses account for over one-fourth of all TRUE readers. 
Another fourth are skilled labor. Their schooling was far 
above average: a third are college men, nearly nine-—tenths 
went to high school. 


He’s up-to-date is the general impression you'd get from 
the average TRUE reader's home. Virtually every one, 98 per 
cent in fact, has a radio. Electric refrigerators are in 
three-fourths of the kitchens and eight per cent more have 
gas refrigerators. Appliances, furniture and gadget 
ownership is distinctly above average. 
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5 He’s a driver —- two out of every 


Se eR = ter nee ee 


three TRUE readers own cars, includ—- 
ing thousands of Fords and one 1906 
Marmon. But with nine-tenths of 
these cars at least five years old, 
TRUE is reaching an enormous car 
market. And, remember, the average 
TRUE reader's income means that he's 
going to buy the car he wants. 


POST C 


what bun / — 
and on 
hid place ip 


He’s a traveler -—-— vagabonding on 

a slick scale rates high with the 
average TRUE reader. Four out of 
every five contemplate pleasure trips 
this year —— half for a week or two, 
another quarter for a month. His 
voice, most of the time, is final in 
family discussion of where to go and 
how much to spend. 


He’s a plane guy too —— sold on 


* flying, interested in every new 


angle and often experienced as a 
pilot. Almost 30 per cent of TRUE's 
readers intend to buy a plane That 
amounts to one huge market! These 
TRUE readers believe that $2,000 is 
a fair price for a 2-seater and 
$2,500 for a 3-seater. 


oe” 


He’s well dressed, well groomed, 
wears overcoats and suits that cost 
in the upper brackets, hats that cost 
about 8 dollars and shoes about 9 
dollars. He prefers white shirts, 
and ties that are not too bold. 

You know the type -—- there's quality 
about him, and his clothes show it. 


7. He’s a sportsman, which is another 
reason he goes for TRUE. Of TRUE's 
readers, 85 per cent fish, 75 per 
cent hunt, and about half own dogs. 
In addition to all the sporting 
equipment they buy, TRUE readers 
(over three out of four) feed their 
canine pals prepared dog food. 


70 His wife reads True -- 85 per cent 
of TRUE's readers state that the 
women in their household read TRUE 
and fully half of them are smart 
enough to use TRUE as their buying 
guide. That's fortunate because 
almost half buy pajamas, underwear 
and socks for their husbands, and 
two out of three times they're along 
while he's buying a suit or coat. 


He’s the customer gou have been looking for—the man in the 
market with money to spend—and TRUE delivers a million 
men like him every month, at happily, amazingly low rates. 


Tae he ‘wand hg nine, ih 
hangest Selling fastest 

mG “mln mda dnine 
Ww outa ! 


Fawcett Publications, Inc., 295 Madison Avenue, New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 
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Penn-Crete Products Company, Ned Crawford & Associates, Los 
Philadelphia, maker of Penn- Angeles, has been named to handle 
Grete cement paint and other in-|a public relations program of the 


Dura-Proof and Dura-Plug 
masonry water - proofing, 


for| vention of Cruelty to Animals. 
has|Jack Buchtel, recently released 


& James, Inc., Philadelphia. 


terior and exterior finishes, and|Los Angeles Society for the Pre-| 


The record each month 


of the. finest perfume 


and cosmetic advertising 


 =8©6=—)- BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY — 


Paint Co. Names Agency | Crawford Handles SPCA Scandinavian 


Agencies Unite 


_ Osto—Announcement of a third 
| alliance presents new proof of the 


placed its advertising with Ecoff|from the Army air forces, has | tendency for Scandinavian adver- 
|joined the Crawford organization. 


|tising agencies to work together 
| while retaining their full freedom 
-as individual companies. 

| The first group, Scan-Ad, was 
formed more than a year ago, in- 
cluding Ervaco A. B., Stockholm; 
'Forenede Annonse Byraer A. S., 
Oslo, and Harlang and Toksvig 
|A. S., Copenhagen. Recently a 
/second grouping brought together 
‘Svenska Telegrambyra A. B., 
Stockholm; Sylvestre Hvid A. S., 
| Copenhagen, and Ohdahl Ohme 
A. S., Oslo. 

| A third association, under the 
/name of the Scandinavian Four, 
|has just been announced. The 
agencies are Gumaelius A. B., 
/Stockholm; Dansk Erhverv A. S., 
| Copenhagen, Gum-Rek, Oslo, and 
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Sek Reklamebyra O. Y., Helsinki. 

The associated agencies have no 
financial interest in each other, 
but provide a mutual consultation 
service for clients in each country. 


Name 4 to Ad Bureau's 


Governing Board 


The board of directors of the 
American Newspaper Publishers 
Association has confirmed four 
new members of the governing 
board of the Bureau of Advertis- 
ing. They are E. M. Dealey, Dallas 
Morning News; A. J. McDonald, 
Albany Knickerbocker News; D. R. 
Merrill, Detroit News, and Lin- 
wood I. Noyes, Daily Globe, Iron- 
wood, Mich. Another member to 
represent Canadian newspapers 
will be named soon. 

New members, to serve for three 
years, will replace retiring mem- 
bers Fred Schilplin, Times, St. 
Cloud, Minn.; Frank A. Huntress, 
San Antonio Express; Fred I. Ker, 
Spectator, Hamilton, Ont.; James 
G. Stahlman, Nashville Banner; 
Frank E. Tripp, Gannett news- 
papers, and David B. Plum, Rec- 
ord, Troy, N.. Y. 


Hereby presents to 


BREE Mtation | 


this 


or 


Che 
National Satety Council 


Oklahoma City, Oklahoma 


Award of Honor 
Distinguished Service wo Sufery 


For outstanding public service activities in connection 
with the observance of Yational Farm Safety Weelr, 


For the second consecutive year, the 
National Safety Council has honored 


WKY with a top award for 


moting safety on the farm. 


terest, 


ADDITIONAL WKY AWARDS IN 1946 


BILLBOARD— 15th Annual Radio Editors’ Poll namd WKY’s “Save the Soil” 


tops in local public service. 


CITY COLLEGE OF NEW YORK—Award of Merit for the most effective promotion 


by a regional station of a sponsored radio program. 


BILLBOARD— Second among regional channel stations in over-all promotion, 
Ninth Annual Radio Promotion Exhibit and Competition. 


ognizes as distinguished service in pro- 


This twice-won recognition has come 
to what actually is only a routine phase 
of the total service program of WKY’s 
Farm Reporter, but it is indicative of the 
quality of service rendered by this pro- 
gram in all phases of special farmer in- 
Few farm programs anywhere, in 


usefulness. 
what it rec- 


fact, equal it either in scope or practical 


Longtime, self-starting enterprise in 
sensing and serving the needs and inter- 


ests of Oklahoma listeners combined with 


OwNtD ASD OPERATED RY THe OKLAHOMA PUBLISHING Ce.: 
THe DAILY OKLAHOMAN anno Times * THe BARMER-STOCKMAN 


a program menu appealing to most of the 
people most of the time explains why 
WKY attracts and holds the largest habi- 
tual audience in the state, a fact again 
substantiated in the recently published 
statewide study of radio listening con- 


ducted by Dr. F. L. Whan. 


NEW STUFF—This full page for Lock- 

heed will appear in travel and aviation 

magazines, as well as the general list, 

plus double-column reader copy in news 

magazines throughout 1947. Foote, 

Cone & Belding, Los Angeles, is the 
agency. 


Sponsors of ABC’s 
4 Juvenile Shows 
Start Big Contest 


Cuicaco—The four sponsors of 
the quarter-hour juvenile pro- 
grams heard afternoons via Amer- 
ican Broadcasting Company are 
joining, with ABC, to hold a na- 
tionwide contest for boys and girls 
this month to promote the pro- 
grams. 

Quaker Oats, sponsor of “Terry 
and the Pirates’; Derby Foods, 
sponsor of “Sky King”; General 
Mills, sponsoring “Jack Arm- 
strong,” and Ward Baking Com- 
pany, sponsoring ‘‘Tennessee Jed,” 
are offering 1,000 prizes for the 
best 50-word statements on which 
of the four programs the con- 
testants prefer. 

Prizes offered in the contest, 
which lasts from Nov. 11 to Dec. 
10, include 500 Wearever pen-and- 
pencil sets made by David Kahn, 
Inc.; 100 Philco radios; 100 Huff- 
man tennis racquets; 100 Don 
Budge tennis racquets; 100 Uni- 
flash candid cameras, and 100 
Gruen wrist watches. 

Each ABC station will distribute 
four-page folders to grade school 
students in their areas to promote 
the competition, which is open to 
children 16 years old and under. 
The contest will be promoted on 
Pe four programs, which are 
heard on ABC between 5 and 6 
'p.m. EST and CST. 


| ian: 
ber Has New Job 


Gilmore Hiett, formerly adver- 
| tising manager of refrigerators and 
|home freezers of Westinghouse 
/ Electric Corporation, has been 
/named advertising and sales pro- 
-motion manager of Gorman-Rupp 
/Company, Mansfield, O., pump 


/ manufacturer. 
| 


FROM THE OUTSIDE 


Home-carrier-delivery 


Bayonne family subscrip- 
tion 


More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


| NEW JERSEY 
| BOGNER & MARTIN 
Sales Representatives 


| NEW YORK CHICAGO 
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Gramophone Corp. 
Bows in New York 


NEw YorK—The London Gramo- 
phone Corporation last week 
broke newspaper copy to announce 
its full frequency range repro- 
ducer, a record-player slated to 
sell for the tidy price of $1,495 
to $2,500. 

Billed as “the Number One 
postwar secret of England’s radio 
and music industries,” the ma- 
chines are built by Decca Gramo- 
phone Company Ltd. London 
Gramophone Corporation is an 
American company. 

Current advertising plans call 
for full-page advertisements in 
New York dailies, in The New 
Yorker and in magazine sections 
of New York newspapers. 

Initial copy says that the ma- 
chine “covers the full frequency 
range of recordings from 30 to 
14,000 cycles per second,” and lists 
the following mechanical improve- 
ments: three to six 12-inch 
speakers, 180 degree sound diffu- 


(NO. 11 IN A SERIES) 


The 
Apany Story 


To Cover: The 
Albany Market 


The Albany Times-Union has, 
by far, the largest morning and 
Sunday circulation between 
New York City and Montreal, 
Quebec, and between Syra- 
cuse, New York, and Hartford, 


Conn. 


The rich, productive Albany 
Market with its proven stability 
forms the very hub of this great 
area of nearly 70,000 square 
miles. 


Daily 50,684 
Sunday 103,091 


6 Months Average 
Ending Sept. 30, 1946 


Albany Is 
“Best for Your Test” 


Alban 


TIMES-UNION 


DAILY and SUNDAY 
A HEARST NEWSPAPER 
ted National 
anu HEARST. 4 'y 


ADVERTISING SERVICE 


sion, ear level speakers, a changer 
which makes it possible to mix 
10 and 12-inch records in any 
order and spring suspension of 
turntable. 

John A. Cairns 
agency. 


Allan Heads University 


W. W. Allan, executive vice- 
president of LaSalle Extension 
University, Chicago, has been 
elected president, succeeding the 
late L. G. Elliott. 


& Co. is the 


Y&R Names Moyes 


J. T. Moyes, formerly with 
Robert Simpson Company, Toronto 
department store and mail order 
house, has been appointed mer- 
chandiser and account executive 
of Young & Rubicam, Toronto. 


Fawcett Plans Promotion 


Fawcett Publications, New York, 
has appointed Jasper, Lynch & 
Fishel, New York, to handle a 
special promotion for the retail 
and mail order advertising sec- 


tions of Today’s Woman and True. 
A direct mail campaign is now 
being prepared, with business pub- 
lication advertising contemplated 
for 1947. The agency has moved 
its copy department to 420 Madi- 
son Ave. 


Names Robert Isaacson 

Paragon Furniture Company, 
New York, distributor of juvenile 
furniture and furniture novelties, 
has placed its advertising with 
Robert Isaacson Associates, New 
York. 


41 
Weston to Wiley Agency 


Weston International Corpora- 
tion, New York, manufacturer of 
lipstick containers and_ cigaret 
lighters, has placed its advertising 
with Walter W. Wiley Advertising, 
New York. Newspapers and trade 
publications will be used. 


Builders to Meet 


National Association of Home 
Builders will hold its convention 
and exhibit in Chicago Feb. 23-27, 
at the Stevens Hotel. 


"HE 
ASKED FOR 


(y September 28th, the three Detroit news- 


papers inaugurated radiophone service in 


Michigan. Honor of making the first call from 


a moving automobile to the city desk went by 


lot to Robert Sturgiss, Free Press Staff Writer, 


calling Norman Patterson, Assistant City Editor 


of The Free Press. 


Bob said: “I suppose I should say something 


like “What hath God wrought’. However I guess 


I'll be original. How about a raise?” Here again, 


history was made, for Patterson said “No”, 


and 


the first refusal of a pay-raise was made over 


the radiophone. 


*ROBERT STURGISS 
Free Press Staff Writer 


This incident parallels another Free Press 


history-making venture, when in 1877, William 


E. Quinby, then editor, installed the first tele- 


phone line in Michigan between his office and 


the old American District Telegraph office. 


It is currently conventional to compare and 


decry the workers o today with those of fifty 


or seventy-five years ago. 


Yet men like Bob 


Sturgiss and Norman Patterson and other men 


and women who make this newspaper are just as 


vigorous and forthright a breed of folks, work- 


ing in a different way, as the breed of rip-roaring, 


hell-raising “old timers” 


who “made history”. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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“ The cities in which the campaign 
— N ew Dr lve Set will appear will be expanded from 
the original 10 after the first of 

PHOTO EA. for Durex Blades the year, he said. 


Unsurpassed in es 
2 "Quality at any Price “Sf New York—Durex Blade Com- tap: tua Agency has 
SjNO NEGATIVE CHARGE-NO EXTRAS OF ANY KIND BS pany will break a new campaign . 
ass |. ee ee 
a ing newspapers, spot radio, out- 
The U. S. Gov. was our only cus- t door and car cards, featuring an Ad Bureau Issues Folder 
ek ae aie Ge tee | ey con. on Salvaging Used Fats 
u year ago. Today we have . 
many thousands of customers from The contest will offer a 1946 U. S. housewives today are sal- 


Plymouth, a washer, radios,|vaging an average of nearly half 


coast to coast. Why? For the same watches, nylons and $500 in cash}a pound of waste fat a month 


4. reasons the Gov. selected us from 


ie fesdinn shadies ta the countre. —in addition to quantities of Du-| toward solving the soap shortage, 
_ read glossy Photo a Ae rex razor blades. The company |the Bureau of Advertising, ANPA, 
are unsurpassed in quality at any price is promoting its Durexite process, | "¢Ports in a folder on the Ameri- 
and we deliver what we advertise. which it says consists of new meth- ‘ithe Pa salvage committee. #n- 
; : ods of handling and honing steel ao How to Sell a Habit,” it 
No hidden charges, no negative charge, discloses that by August, 1945, 
no extras of any kind. to produce a sharper blade. — three years after the committee 
; 8 x 10's, 5y6c, 1000 lots; Gye, 100 lots The campaign keynote is a/was organized, 549,246,000 pounds 
ue Posteards $22 per 1000. Enlargement mounted | Slogan, “So cool, so keen, so/of used fats had been salvaged— 
ra on heavy board, 30 x 40, $3.85. quick, so clean.” 378,780,000 by civilians, the rest 
We phote;raph any product $5 up. Cities slated for the campaign|by the military—at a cost of 

( y or 7 are Chicago, Cleveland, Detroit, | 64/199ths of a cent per pound. 
24 HOUR SERVICE ON REQUEST 4 | Kansas City, Knoxville, Milwau- The committee appealed direct 


. -, |to the housewife exclusively 
= we a —— through newspaper advertising, 
ittsburgnh, an - 40UlSs. with radio support by interested 
An agency spokesman said mag-| advertisers and OWI. Kenyon & 


azines would be used later in the| Eckhardt, New York, handles the 
campaign, but not at the outset. | account. 


Double the impact of your 
training story with Illustravox 


“THE PHOTOGRAPHER'S PHOTOGRAPHER” 


WRITE DEPT. 90 
165 West 46m St. 
New Yor 9.NY 2a 


4 Your story is HEA 
° ig 


Your 


RAMATIC pictures and spoken words com- industrial leaders. Portable, trouble-free and easy to 
mand attention! Your story is both seen and operate, Illustravox assures maximum two-way 

heard when you train the field-proven Illustravox effectiveness at minimum expense. 
sound slidefilm way. Trainees learn 40% faster, Put Illustravox at the head of your training plans 
remember 25% longer. and reap the benefits in better trained, more efficient 
You can depend on Illustravox for all your train- employees and better public relations, greater profits, 
ing needs because it’s made by the industry's too! The Magnavox Company, Illustravox Division, 


pioneers and field-tested and proved by America’s Dept. AA-11, Fort Wayne 4, Indiana. 


Over 75% of all sound slidefilm equipment now in use is Illustravox 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


Compact— 
easy to carry 


*- DIVISION OF THE Ma mawv@OxX comPANY «FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 
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Now there’s a third Sherman Kingsbury in the family of La- 
Roche & Ellis agency’s president, Sherman K. Ellis. The new- 
comer, son of Sherman K. Jr. and Constance Harnett Ellis, was 
born Oct. 14 at French Hospital, New York. . . The following day 
Maxine and Mel Gerard, promotion mgr. of Conde Nast Publica- 
tions, became the parents of their second child, Diane. The first 
is a boy. . . Clarkson School of Technology, Potsdam, N. Y., on 
Oct. 20 conferred the honorary degree of Doctor of Science on 
Sidney D. Kirkpatrick, ed. of Chemical Engineering. The com- 
mencement address was made by Mr. Kirkpatrick. . . 

Outdoor Life Editor Raymond Joseph Brown and Mrs. Kay Pain- 
ton, widow of SEP fiction writer Frederick C. Painton, were mar- 


RUMMY—Betty Johnson of the Detroit staff of Kenyon & Eckhardt presents a 

trophy to lan Smith, K&E Detroit head, winner of the agency's first annual gin 

rummy tournament. Good losers are Arthur Moore, producer of "County Fair’; 

Tom Carpenter, continuity director; Hal Davis, publicity director, and Bob 
Wolfe, radio assistant director. 


ried Oct. 15 in All Saints Chapel of the Episcopal Church of the 
Ascension, New York. .. Paul Gray Hoffman, Studebaker pres., and 
Robert S. Peare, G-E vice-pres., have been chosen to receive the 
1946 awards of the National Association of Public Relations Counsel 
for, respectively, “greatest contribution during the past year 
through public relations, to our national welfare” and “greatest 
contribution in the past 12 months toward improvement of the 
techniques and application of public relations from the professional 
and ethical standpoint.” . . 

Ralph B. Austrian, pres .of RKO Television Corporation, is back 
in New York after a five-week business and speaking trip which 
took him to Mexico, Hollywood and several large western cities. . . 
Mrs. Raphael McCready, production mgr. of the Samuel Croot 
agency, New York, is one of. nine invited players in the U. S. 
Women’s Chess Championship Tournament being held in Man- 
hattan Oct. 26-Nov. 16. Associate director of the tourney is Edith L. 
Weart, research director of Noyes & Sproul. Both are members of 
the Marshall Chess Club... 

Michael and William Fawcett, four-year-old twin sons of William 
Fawcett, head of Fawcett Publications, were pictured in Life (Oct. 


AND NOW FOR TEA—Tennis tournament winners at the recent Tea Association 

convention held at the Westchester Country Club, Rye, N. Y., (AA, Oct. 21) 

include, left to right: Robert Wilson, editor of Food Topics; Ray Partridge, 

General Foods Corp.; Edward C. Parker, president of Tetley & Co., and 
Benjamin Wood, managing director of Tea Bureau, Inc. 


21) sporting L. Brogan outfits at $56.15 and $48.65. . . Comes 5:30 
p.m. and Barbara Ellen Benrer, who is responsible for fashion ac- 
counts at Kenyon & Eckhardt, turns ballet dancer. She’s done 
some work with the Ballet Russe during its New York season, 
and _ joined various musical shows about town for two or three 
months... 

Ex-Lieut. David S. Roberts, former B-29 Army Air Corps flier, 
and currently account exec with the Clements Company, Phila- 
delphia, will pilot members of the agency to out-of-town adver- 
tisers in the agency’s new Republic Seabee, four place amphibian. 
The plane will come in handy for reaching several factories of 
Clements’ clients located on rivers. . . A mimeo’d invitation from 
“Botsford’s Guardians, Inc.’”’—office friends of Harry Botsford, mem- 
ber of the public relations firm of Hill & Knowlton—invited pub- 
lishers and editors to “commemorate the publishing of ‘Valley of 
Oil’ and to ply Mr. Botsford with drinking whisky.” The occasion 
was the publication date of Botsford’s novelized history of the first 
10 years of the oil industry. Sender of the invitation and secretary 
who typed it were initialed, incidentally, at the bottom left of the 
letter, LS/MFT.. . 
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Count Sheep, 
Favor Pajamas, 


Women Declare 


BRIDGETON, N. J.—At the risk 
of getting its face slapped, M. C. 
Schrank Company, lingerie maker, 
has, with a $10,000 survey, gone 
prowling into the sleeping habits 
of about 4,000 eastern women to 
find out everything from how they 
count sheep to how they dress for 
sleeping comfort. 

In the hope that the women 
interviewed in the New Jersey, 
Pennsylvania and Delaware area 
represent a cross section of the 
feminine outlook on sleeping 
habits, Schrank asked such blush- 
ingly intimate questions as what 
do the women wear to bed, do they 
lie awake very long, do they count 
sheep and how does the night 
clothing of each wear out when it 
wears out. 

The survey, bravely engineered 
by Abner J. Gelula & Associates, 
Philadelphia public relations firm, 
disclosed that among younger 
women, both misses and matrons, 
pajamas are the overwhelming 
favorite. It also disclosed that 
when the weather gets hot, either 
part or all of the pajamas may be 
discarded by about 33% of the 20- 
to 30-year-old women. 

Teen-agers admitted that they 
rarely fall asleep immediately 
upon retiring, while about 60% 


of all the women interviewed said | 


that they had to count sheep at. 


least for a little while. Women in 
the 60-year brackets said that they 
lay awake sometimes until “two 
or three.” 

Women in the 20-to-30 year 
group said that~ their pajamas 
wore out in seams and shoulders. 
Others indicated that the sleeves 
and under the arms get the bulk 
of the wear. The survey also 
brought out the fact that most 
of the women interviewed think 
that they sleep on their right sides 
or their backs. 


Free & Peters Elects 
Cory, Griffin, Scovern 


Free & Peters, radio representa- 
tive, at a recent board of directors 
meeting in Chicago elected John 
A. Cory vice-president in charge 
of Midwest sales; Lloyd Griffin 
vice-president and assistant man- 
ager of the Chicago office, and 
Jones Scovern vice-president in 
charge of eastern sales. 

Mr. Cory has been with the 
Chicago office for five years, most 
recently as sales manager. Mr. 
Griffin joined the company last 
year after a wartime assignment 
in Bombay, and was formerly 
radio director of Knox Reeves Ad- 
vertising. Mr. Scovern has been 
sales manager of the New York 
office for several years. 


WFOX Goes on Air 


Milwaukee’s newest radio sta- 
tion is WFOX operating from 6 
a.m. to local sunset on 860 kc. 
Charles J. Lanphier, for 10 years 
general manager of Station 
WEMP, is general manager. Carl 
G. Zimmermann, who produced 
and announced the overseas por- 
tions of the Army Hour while in 
military service, is program man- 
ager and D. W. Gellerup, formerly 
chief engineer of Station WTMJ, 
heads the engineering staff. 


Two Appoint Seidel 


Seidel Advertising Agency, New 
York, has been appointed to 
handle the advertising of Fala 


Sportswear, manufacturer of | 
blouses, playsuits and gym Suits, | 


and Playgirl, Inc., maker of slack 
suits, play suits, shirts and blouses. 


Cresta Labs Starts Drive 


Cresta Labs, Brooklyn, manu- 
facturer of Cresta all purpose 
cream and Cresta hair cream, has 
launched a sales drive supported 
by national consumer advertising. 
Lawrence Boles Hicks, New York, 
handles the account. 


Arena to Gray & Rogers 


V. Arena & Sons, Norristown, 
Pa., manufacturer of macaroni 
products, has appointed Gray & 
Rogers, Philadelphia. Consumer 
publications will be used. 


Dinegar Joins Eureka 


Henry A. Dinegar, sales man- 
ager of the Electrical Appliance 
division of American Steel Ex- 
port Company, New York, has 
joined the Eureka division of 
Eureka Williams Corporation, New 


York, as special assistant to 
George T. Stevens, vice-president 
and manager. He will direct ex- 
port sales, 


Meco Advances Three 


I. N. Knight, director and sec- 
retary-treasurer of Meco Ltd., 
Montreal, maker of printing and 
advertising plates, has been ap- 
pointed general manager. Maurice 
P. Stoker has been named produc- 
tion manager and G. S. Brecknock, 
sales manager, has been elected 
to the board of directors. 


Nov. 11-12. National Newspaper 
Promotion Association, 2nd annual 
midwest conference, Gary, Ind. 

Nov. 13-15. Association of Ca- 
nadian Advertisers, annual meet- 
ing, Royal York Hotel, Toronto. 

Nov. 25-26. Packaging Institute, 


Stevens Hotel, Chicago. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Miracle Names Hargrove 


Jack Hargrove, formerly vice- 
president and sales manager of 
Kinney Brothers, has been ap- 
pointed executive vice-president of 
Miracle Electric Company, Chi- 
cago. He will supervise sales and 
merchandising of Miracle electric 
appliances, 


AUTOMOTIVE SALES 


and SERVICE 


are UP 


in the SAJ MARKET! 


Over 30% of the total national automotive sales and 
service volume is done in the 19 Southern and South- 
western states blanketed by SOUTHERN AUTOMOTIVE 
JOURNAL. It’s a tremendous market—over two billion 


dollars a year. 
were registered .. . 
it’s increasing every year. 


In 1945, over 9 million motor vehicles 
over 30% of the national total—and 


SAJ COVERAGE UP 10% 


SAJ grows with the market. Its circulation ... up 10% 
over 1945 ... blankets the area with 20,589 copies, ABC 
—reaching practically all jobbers and distributors, and 
the large majority of car dealers, garages and service 
stations in small towns as well as large cities. 


SAJ ADVERTISING 


UP 28% 


Many of the nation’s leading advertisers are using 


SAJ’s pages to complete their national coverage. 


SAJ 


advertising increased to 631 pages, first half of this year, 


against 495 pages last year—a 28% 


Include SAJ 


on your schedule—no other automotive publication or 
combination will give you SAJ’s blanket coverage of the 
19 Southern and Southwestern states—one-third of your 


national market. 


Make reservations now! 


W. R. C. SMITH PUBLISHING CO. 


GRANT BLDG. 


ATLANTA 3, GA. 


JWR. 


SMITH 


PUBLICATIONS 


COTTON 


SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 


ELECTRICAL SOUTH 


SOUTHERN BUILDING SUPPLIES 
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WHN Promotes Husing 
Disk Jockey Debut 


WHN, 50,000-watt independent 
radio station in New York, broke 
full pages in the New York Her- 
ald Tribune, Sun and Times, and 
300-line copy. in a score of other 
newspapers in New York and 
vicinity Oct. 28 as a sendoff for Ted 
Husing’s debut that day as a “disk 
jockey deluxe.” Copy promoting 
the show will be placed daily over 
a five-week period, said Robert 
Patt, WHN director of promotion. 

The noted sportscaster’s pro- 
gram, called “Ted Husing’s Band- 
stand,” opened with nine sponsors 
signed on a participation basis, in- 
cluding Warner Bros., Paramount 
and Metro - Goldwyn - Mayer pic- 
ture studios, Mission Bell wines, 
Vick Chemical, BC headache 


powder and PCA Airlines. Mr. 
Husing, under a five-year con- 
tract, is presiding over record 
sessions Monday through Saturday 
from 10 a.m. to noon and from 5 
to 6:30 p.m. The program has no 
sports angle. 


Gerber to Goldman 


I. A. Goldman & Co., Baltimore, 
has been appointed to handle the 
advertising of N. M. Gerber Com- 
pany, Baltimore, manufacturer of 
Gene Allan playclothes for chil- 
dren. 


Mosedale Heads Sales 


Frederick T. Mosedale has been 
appointed sales manager of the 
Ranger Company and Herward 
Fabric Company, Walpole, Mass. 


Chicago 


Mefender 


WN _EXCESS OF 200,000 
es ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


‘Citrus Santa’ 
fo Spend $500,000 
on Mail Order Ads 


Mrami—Henry Cobbs, Florida 
“Citrus Santa” whose mail order 
business in tropical fruits and pre- 
serves grossed $2,000,000 last year 
and is expected to hit $3,000,000 
this year, has begun a $500,000 
campaign in newspapers, maga- 
zines and direct mail to promote 
Christmas and Thanksgiving gifts 
and membership in his “Tropi- 
club,” a monthly gift package plan. 

The newspaper and magazine 
campaign, mostly in color, is 
scheduled through Charles W. 
Hoyt Company, New York, in 22 
newspapers and 15 magazines. 
Insertions range from full pages to 
104 lines. 

The Cobbs’ Fruit and Preserving 
Company had its origin in 1932, 
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when Mr. Cobbs arrived in Miami 
with a $10 bill and a knowledge 
of chemistry. He began prepar- 
ing his preserves in the kitchen of 
his home and selling them himself. 


Early Returns Heavy 


When he went into business, 
consumer acceptance of fresh 
fruits by mail was low because of 
the difficulties of damage in tran- 
sit, poor packaging, and shipment 
of fruit no better than that pur- 
chasable in the corner grocery. 
He began with a small store, later 
extended to fruit display rooms in 
two large hotels operating on a 
percentage basis, and the founda- 
tions of his mail order business 
were built. 

Mr. Cobbs attributes the pres- 


ent volume of his business to sev- |’ 


eral factors, including his selection 
of top quality fruits, his policy of 
replacing an entire basket if any 
of the fruit is damaged in transit, 
and the effective use of color in his 
direct mail and national advertis- 
ing. 

Described as “Florida’s largest 


For these, if one is a Texan, one 


comes to Dallas: 


The Metropolitan Grand Opera (for many 


years). 


A nationally famous 


symphony orchestra. 


Style shops and stores unsurpassed even in 


New York. 


Book stores that make this city the literary 
capital of the Southwest. 


And everything else that helps to make a cen- 
ter of class and culture. 


CAPITAL 


CLASS a 
CULTURE 


Mecca for Pilgrims 
in Ten Quart Hats 


And for these, if folks are Texans, 
they come to Dallas: 


The greatest State Fair in America with an- 
nual attendance of more than a million. 


To help spend three hundred million dollars 
annually in retail stores. 


To help build a billion-dollar annual total of 


wholesale business. 


To help make Dallas one of the country’s four 
largest convention centers. 


And everything else that helps to make a city 
a fully-rounded metropolis. 


DALLAS' URBAN POPULATION IS NOW APPROACHING 500,000 


_ De Dallas Morning Neus 


To the people of the Dallas territory, The News is the 
unfailing year-round contact with their city ... the 
one great factor that makes this area a single market. 


THE TEXAS ALMANAC 


RADIO 


STATIONS WFAA AND KGKO 


\ 
WELL WON Be 
BR, WANN. 


Representatives 


John B. Woodward, Inc. 


CITRUS SANTA—Henry Cobbs, known 
s "Florida's Citrus Santa," looks over 
some of the products of Cobbs Fruit & 
Preserving Co., Miami, on which he is 
spending $500,000 in direct mail, 
newspaper and magazine advertising. 
Charles W. Hoyt Co., New York, is the 
agency. 


advertiser and the state’s largest 
individual fruit buyer,” Mr. Cobbs 
features various gift packages of 
fruits and preserves; a “Tropiclub” 
open to “500,000 men in the United 
States with an income of $5,000 or 
over” and offering a $39 subscrip- 
tion for a monthly gift package; 
and “Floridaire air perfume,” a 


flower oils, which is sold with a 
Floridaire perfume holder—a 
plaque with a flower-and-vase de- 
sign holding a teaspoonful of the 
perfume. 


Sends Perfumed Literature 


His advertising budget is di- 
vided about evenly between direct 
mail and other media—$250,000 
each. His four-page direct mail 
booklets cost about $100,000 a year, 
and the Floridaire literature is im- 
pregnated with the perfume. Prod- 
ucts, packaging, design and label- 
ing are largely his own work. 
Among the Cobbs packaging 
novelties have been a “polished 
half gallon oak keg filled with 
assorted tropical fruits in genuine 
old liqueur,” and a “novel pineap- 
ple shaped teapot filled with ap- 
proximately three pounds of de- 
licious fresh tropical fruit marma- 
lade.” 

About half of the company’s 
business is in fresh fruits, the re- 
mainder in preserves. He has be- 
gun sending processed fruit to Eu- 
rope and South America, and is 
predicting a world-wide air-ex- 
press business for his specialties. 
His present program calls for a 


$5,500,000 gross in 1948 and 
$10,000,000 by 1950. 
Cupples Names Maher 


Frank Judge Maher, formerly 
assistant to the president of Parks 
Air College and Parks Aircraft 
Sales & Service, has been ap- 
pointed advertising manager of 
Cupples Company, St. Louis. 


Gets Dairy Account 


Brook-Hall Dairy Company, 
New Haven, Bridgeport and 
Waterbury, Conn., has appointed 
Albert Woodley Company, New 
York, to handle its advertising. 
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Advertising Age, November 11, 19 


Chicago Bank 
Opens $500,000 
Drive-in Service 


CHICAGO—This city’s fairly som- 
bre financial district will get a 
firsthand view of some lively post- 
war banking procedure Nov. 12 
when the Exchange National Bank 
here inaugurates its new drive-in 
banking service, Autobanking, at 
its new location at 130 S. LaSalle 
St. 


46 


features include such items as add- 
ing machines for customer use and 
a banking department especially 
designed for women. 


Kuttner Forms New Unit 


Kuttner & Kuttner Advertising 
Agency, Chicago, has formed Con- 
tinental Productions, at 646 N. 
Michigan Ave., Chicago. The new 
firm will produce radio presenta- 
tions, both locally and nationally. 
Larry Kurtze, formerly with CBS, 
will direct production and Robert 
D. Schoenbrod will be in charge of 
promotion and sales. 


Classified Group 
Starts Campaign 


NEw YorK—The Association of 
Newspaper Classified Advertising 
Managers has mailed to publishers, 
general managers, business man- 
agers, advertising directors or 
managers, and classified advertis- 
ing managers of daily newspapers 
throughout the U. S. and Canada 
a 22-page booklet, “Democracy’s 
Greatest Public Service in Print.” 
The mailing is the first phase of a 
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Rico, Hawaii, Central and South 
The association will promote! America, England, Sweden, Egypt, 
classified also through various | South Africa and Australia. 
newspaper services, human Salar | 
est stories via wire services and | 
national publications, radio public- | C&S Boosts Gillen, Shad 
ity (both national and local), rf W. R. Gillen, northern regional 
publisher’s award, and National | . ajo; manager of Chicago & South- 
Want Ad Week (April 13 through eyn Air Lines, with headquarters 
19). in Chicago, has been promoted to 
The association, founded in 1920, director of sales promotion. John 
now numbers more than 500 lead-|J- Shad, southern regional sales 


. . . |manager in Houston, has _ been 
— ee ee and Sunday ‘named director of station sales, in 
newspapers in this country andj) charge of all sales activities in 


Canada, with membership in Puerto | C&S cities. 


classified development program. 


The bank, which for 20 years has 
done business at 19th and Halsted 
Sts., has spent about $500,000 set- 
ting up its trademarked Autobank- 
ing system, and has jumped its pre- 
vious advertising and promotional 
budget from $5,000 a year to an 
unprecedented $25,000 in three 
months. 

Concerned over parking difficul- 
ties prevalent in Chicago’s Loop, 


“The simplest way to open a mind is through an interesting bit of information” 


(nown 

over the bank determined through a od 

uit & survey that many Chicagoans : . : 

he is would be happy to do their bank- — 

= ing from the windows of their au- - ‘ 

sSInGs tomobiles. 

ane eee Wore than 3,500,000 adwe minds, 
parking area, the new facilities in- 

aoe clude islands inside the building r) +f, * 

which house the tellers and their Ww Utcomes 

Sobbs ‘records, cash, etc. With trays that ; O mM 

ws < reach from the window to the win- — —_ 

clu dow of the customer’s car, business 

Inited is transacted while the owner stays 

00 or in his machine. Special air-con- 

scrip= ditioning removes auto exhaust 

kage; fumes. If the customer wants to 

e, 6a leave his car to see bank officials, it | 

opical is parked by attendants while the | 

ith a customer enters the bank directly 

ay from the drive-in area. 

; is 


$25,000 Campaign 


Only access to the tellers’ cages 
is through an underground pas- 


re sage, while all windows are bullet- 
s di- proofed to prevent robberies. Tube 
direct communications are maintained 
50,000 with every office of the bank from 
mail the tellers’ cages. 
| year, In the next three months Ex- 
is im- change National expects to spend 
Prod- about $25,000 telling about its new 
label- service. It will use outdoor panels 


k covering about one-fourth of Chi- 


caging cago, announcements on five local | 
lished radio stations and a three months’ | 
with schedule in local newspapers. 
nuine In addition, it has sent out elab- | 
ineap- orate brochures to about 20,000 
sh ap- local residents describing details of 
of de- the new service and other facilities 
arma- of the bank’s new quarters. New 
pany’s 
he re- 
as be- 
to Eu- | 
and is 
‘ir-ex- | 
ialties. | 
for a | 
; and 
er 
rmerly 
Parks 
ircraft 
n ap- 
" “ALB 
: eyer 
SAYS... 
pany, Jot this down in your “Best Markets” 
and list . . . Rockford leads again with a 
yointed 52 per cent gain in retail sales! 
. New August Illinois Business Review, re- 
ing. porting sales of independent stores, 
credits Rockford with the highest per- 
_ centage gain of all major markets in 


the state. 
Your advertising will click in Rock- 
ford ... and I don’t mean maybe! 


At the Top in Illinota 
ROCKFORD 


MORNING STAR 


ADVERTISING OFFICES + NEW YORK “ CHICAGO + BOSTON - PHILADELPHIA + CLEVELAND + DETROIT + ST. LOUIS + SAN FRANCISCO + TORONTO + MONTREAL 


REGISTER-REPUBLIC 


111,000 
METROPOLITAN POPULATION 
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When you think ef mailing-liets— 
think of QUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chieago Office, 7 So. Dearborn St. 
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Seers’ Take Set 
At $50,000,000 


NEw YorK — Americans spend 
an estimated $50,000,000 a year on 
various forms of fake spiritualism, 
Col. Willard Chevalier, vice-presi- 
dent of McGraw-Hill Publishing 
Company, reported at a press 
luncheon recently at which Science 
Illustrated announced a $10,000 re- 
ward to anyone who can prove 
actual communication with the 
dead. 

The offer was made in connection 
with publication of an article on 
spiritualism in the November 
Science Illustrated. 

Col. Chevalier said the estimate 
of the annual U. S. “take” by 
fraudulent medium was based on 
studies made in various cities by 
John Mulholland, noted magician. 

The press luncheon was in pre- 
lude to a radio dramatization on 
the spiritualism racket presented 
on the Revere Copper & Brass pro- 


gram, “Exploring the Unknown,” 
Nov. 3 on the Mutual network. 


Doubleday to Promote 
Roberts’ Book 


Doubleday & Co., New York, 
through Franklin Spier, Inc., has 
appropriated $50,000 for advertis- 
ing and promotion of Kenneth Rob- 
erts’ “Lydia Bailey,” to be pub- 
lished Jan. 2 as the first publica- 
tion of the Doubleday 50th anni- 
versary year. 

Media details are being worked 
out for extensive December adver- 
tising of the book as the perfect 
Christmas gift. The book will be 
mailed in Januarv, and a gift 
Christmas card will be supplied. 


Lippit Appoints Shier 

Jacques Shier, who before mili- 
tary service as a photographer 
with the war department was an 
artist-photographer with Warsaw 
Studios, has been appointed direc- 
tor of the photographic art depart- 
ment of Jules Lippit Advertising, 
New York. 
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Nets List 40 New 
Sponsors in ‘46; 
Mutual in Lead 


NEw York—Mutual has made 
by far the largest gains among 
the four major radio networks in 
signing up new accounts in 1946, a 
survey by ADVERTISING AGE shows. 

Of 40 advertisers new to the 
respective networks signing them 
as sponsors this year, 22 went 
to Mutual, 12 to the American 
Broadcasting Company and only 
three each to the Columbia Broad- 
casting System and National 
Broadcasting Company. 

Classifications most heavily rep- 
resented among the new accounts 
are food and candy manufactur- 
ers, totalling six; cosmetics and 
toiletries makers, five; clothing and 


cities and towns. 


HOUSEHOLD. nrcarine oF action 


CAPPER 


PUBLICATIONS, 


“INC. e 


TOPEKA, 


@ Homes to build... futures to build! More than 2,000,000 responsive 
families are doing it with the help of Household —the magazine idea- 
planned for action. Household is packed with 150 ideas per issue... 
ideas on every phase of home life important to families living in Amer- 
ica’s small city and town market. 

In this enduring home market, Household can build your sales to a 
new high. It can get for your advertising the same kind of action which 
brought 17,068 orders for building plans (at 25c per order) to House- 
hold in only eight months. 

Yes, Household is your best bet for boosting sales in America’s small 


KANSAS 


STARTER—Mayor Edward Jeffries of 
Detroit, at left, inaugurated the city's 
first television show from WWDT to 
the Postwar Products Exposition in Con- 
vention Hall. With him is William J. 
Scripps, director of radio for the De- 
troit News, which operates WWJ and 


the new video branch. 


textile producers, five, and trade 
associations, four. 

Mutual reported eight new ad- 
vertisers new to network radio as 
well as to Mutual: American Tran- 
sit Association, G. Barr & Co. 
(cosmetics), Bible Institute of Los 
Angeles, H. C. Cole Milling Com- 
pany, Horwitz & Duberman (cloth- 
ing), National Economic Council, 
Pepsi-Cola Company and Triangle 
Publications. 

Six of Mutual’s 22 were new to 
this network but not to network 
advertising: Adam Hat Stores, 
Commercial Credit Company, Hast- 
ings Mfg. Company, Ronson Art 
Metal Works, Williamson Candy 
Company and William H. Wise & 
Co. (publisher). 

The remaining eight were for- 
mer Mutual accounts which re- 
sumed use of the network: Cudahy 
Packing Company, Gillette Safety 
Razor Company, Metropolitan Life 
Insurance, Murine Company 
(toiletries), Phileo, Quaker Oats, 
P. Lorillard Company, and Tri- 
mount Clothing. 


ABC Adds Twelve 


ABC listed as new accounts for 
1946: America’s Future, Ine., 
Brown & Williamson, Champion 
Spark Plugs, G. N. Coughlan Com- 
pany (Chimney Sweep), Derby 
Foods, Eversharp, Knox Company 
(drugs), Lewis-Howe Company 
(Tums), Kay Daumit (toiletries), 
National Association of Manufac- 
turers, Prince Matchabelli and 
R. B. Semler Company (toiletries). 

CBS’s 1946 additions are the 
Carnation Milk Company (former- 
ly on NBC); Hall Brothers, Inc. 
(formerly on the Blue Network), 
and Peter Paul, Inc., new to na- 
tional network radio but previous- 
ly on Columbia’s Pacific network. 

NBC’s three new accounts are 
the American Meat Institute, Flor- 
ida Citrus Commission and Pru- 
dential Life Insurance Company. 

Obviously, ABC and Mutual hold 
an advantage in such a compila- 
tion, due to their lower rates and 
greater availability of time. 


Bona Joins Gray 

William J. Bona, former owner 
and operator of MacGruder & Co., 
advertising agency, has joined 
Gray & Co., Denver. 


r 
candy 
. Be for copy of Survey 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N. Y. 
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Bakers Plan 
$500,000 Fund 
for Promotion 


CHICAGO — Industry promotion 
budgets of more than $375,000 an- 
nually for a period of three years 
have been approved by members of 
the American Bakers Association 
and funds are now being raised. 

It is estimated that there is a 
potential budget of about $1,000,- 
000 annually in the industry on 
the basis of 1/20 of 1% of each 
baker’s estimated gross sales for 
1946. Total industry volume is 
estimated now at $2.5 billion an- 
nually. 

The association’s board of gov- 
ernors plans to appoint a commit- 
tee which will be the final author- 
ity in determining the channels of 
the proposed promotional program. 

When the amount to be raised 
through subscriptions reaches 
$500,000, officials said, an advertis- 
ing agency will be named and 
media will be selected. 

The association’s program grew 
out of a project launched last sum- 
mer by Paul E. Clissold, president 
of Bakers’ Helper, Chicago, and 
carried through to a climax at the 
bakers’ convention here in October. 
Previous efforts to unite in an in- 
dustry campaign had met re- 
peated failure, but the publication, 
through its editorial and advertis- 
ing columns, direct mail, etc., ham- 
mered hard on the benefits avail- 
able to the entire industry from 
such a proposal. 


Appoints Gillett 

Edward C. Gillett, sales manager 
of the billiard and bowling division 
of Brunswick - Balke - Collender 
Company, Chicago, has been named 
vice-president and general mana- 
ger of Brunswick-Balke-Collender 
Company of Canada, succeeding A. 
A. Barbeau, who is retiring effec- 
tive Jan. 1. 


Packer Names Webber 


Thomasma Brothers, Grand Rap- 
ids, Mich., wholesale meat packer 
and processor, has named Webber 
Advertising Agency, Grand Rapids, 
to handle its advertising. News- 
papers, outdoor posters and local 
spot radio will be used. 


Airline Names Mangold 

R. L. Mangold has been named 
head of the freight sales depart- 
ment for United Air Lines, Chi- 
cago. 


The interests of Texans in 
antiques has reached the 
proportions of a “boom” 
in Dallas. Ever alert to the 
desires of its readers, The 
Dallas Times Herald now 
features an authoritative 
and informative weekly 
column on antiques. Edited 
by a recognized authority, 
this feature has become the 
“last word” on antiques for 
Times Herald readers. 


= y) 
THE DALLAS. 


TIMES 


HERALD 


DALLAS’ GREATEST NEWSPAPER. 
: Represented by 
THE BRANHAM COMPANY. 


Heads Sonotone Corp. 


Sonotone Corporation, Elmsford, 
N. Y., manufacturer of hearing 
aids, has elected Irving I. Schach- 
tel vice-president, president and 
general manager, succeeding Dean 
Babbitt, who will continue with the 
company in an advisory capacity. 
Mr. Schachtel has been an officer 
of Sonotone since 1932. David Van 
Alstyne Jr., a member of the ex- 
ecutive committee of the board 
since 1933, has been elected chair- 
man of the committee. 


To Distribute Pads 


Cupples Company, St. Louis, has 
been named as national distributor 
of Wear-Ever cleanser pads, made 
by Aluminum Cooking Utensil 
Company, New Kensington, Pa. 


Three Join Geyer 


Robert C. Gellert, Mouncey Fer- 
guson and John A. Bairnsfather 
have joined Geyer, Cornell & 
Newell, New York, as art director, 
copywriter, and on the merchandis- 
ing staff, respectively. Mr. Gellert 
was formerly with Leon Livingston 
Advertising Agency and the Wen- 
dell P. Colton Company; Mr. Fer- 
guson was previously with Federal 
Advertising Agency, and Mr. 
Bairnsfather was recently released 
from the Eighth Air Force, where 
he served as a major in combat 
intelligence in England. 


Hansen Joins Knollin 


H. W. Hansen, formerly with Pa- 
cific National Advertising Agency, 
Seattle, has joined the media and 
copy staff of Knollin Advertising 


Agency, San Francisco. 


SEND FOR THIS 
PRICE SCHEDULE 


Save money on black and white 
printing with RCS Planograph. 


Fast service, expert press-work. 


. Telephone State 5977 


RAPID COPY SERVICE. 
—123-N. WACKER DRIVE + CHICAGO 6, ILLINOIS — 


MUST BE 
BEFORE 
DELIVERY 


oat” 


70 million times a month car owners stop to buy 
and get service at the 59,000 one-stop gas stations 
whose operators read SUPER SERVICE STATION 
Magazine. No other group of automotive retailers 
comes anywhere near matching them in number of 
sales opportunities for your products. Start culti- 
vating this market now! 


THE IRVING-CLOUD 
435 N. Michigan Ave., Chicago I! * 420 Lexington Ave., New York I7 ¢ Leader Bldg., Cleveland I4 
Also publishers of JOBBER TOPICS, the automotive jobbers’ "Bible" 


PUBLISHING COMPANY 
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Dodge Slogan 
Gets Buildup 
for Dealer Use _Dodge dealers throughout the | 


DeTRoIT— The _ slogan, “Only | country. Neon and glass desk signs | 
Dodge builds job-rated trucks,” | will also promote the slogan, which | 
will be emphasized more strongly ties in with the company’s drive to | 
than ever in future general and familiarize prospects with its “175 | 
trade advertising, according to an gross vehicle models” designed to | 


TRFist-Ga 


Sfordings 
Magazin “7 re 


official of the Dodge division of |meet “97% of all hauling and 
| Chrysler Corporation. | delivery requirements.” 

| First move in the campaign to| Industry men here look on the 
| build up the slogan is a brilliantly- | move as a counter- drive against 


its extensive line of truck models, 


|adaptation of its line to different 
| uses. 

Ross Roy, Ine., handles _ the | 
/Dodge truck account. 


Increases Ad Rates 
20° Effective with the January, 
1947, issue, Scholastic Roto, Chi- 
cago, will increase its basic page 
25¢ In Canada rate from $3,500 to $3,780. To cur- 
rent contract advertisers, the pres- 


NOW 


‘Appoints Braun 


| Francis F. Braun, industrial de- 
“ signer, has been named head of 
j\the product development division 
e of Burton-Rodgers, Inc., Cincin- 
inati, exhibit, advertising display 
and fixture builder. 


_ painted window sign, to be used by | _Chevrolet’s repeated allusions to 


‘and Ford’s statements about the | 


ent rates will apply through the 
| May, 1947, issue, and the new rates 
i effective Oct. 1, 1947. 


Advertising Age, November 11, 1946 


WCBS, WNBC 
Plug New Calls 


NEW YoRK—CBS and NBC broke 
large-space newspaper advertise- 
ments in the New York area to 
|/herald changes in the call letters 
‘of their respective key stations 
here Nov. 2. 


NBC placed copy ranging from 
seven full columns to full pages in 
all metropolitan dailies and 1,000- 
| line copy in nearly a score of other 
papers Nov. 1 calling attention to 
WEAF’s change to WNBC. A simi- 
lar schedule Saturday plugged the 
station’s programs. Copy running 
600 lines was scheduled to run 
daily in about 20 papers Nov. 4-9 
promoting WNBC’s air features. 

CBS, chronicling WABC’s 
switchover to WCBS, broke small 
advertisements daily in all metro- 
politan papers and 71 dailies out- 
side New York. Saturday the net- 
work broke large-space copy in the 
metropolitan papers, followed on 


Sunday by full pages in the 


Herald Tribune and Times. Dur- 
ing the week starting today WCBS 
programs will be promoted in 116 
different advertisements. The total 
number of newspaper insertions 
during the two-week campaign 
reached 1,661. 

Both stations broadcast special 
programs Nov. 1. New ‘York’s 
Governor Dewey officiated in the 
WEAF-to-WNBC ceremonies. 


3 Increase Ad Rates 


Canadian Poultry Review, Can- 
adian Silver Fox & Fur and Hol- 
stein-Friesian Journal, all pub- 
lished by Donovan Publications, 
Toronto, will increase their basic 
page rates from $100 to $120, from 
$75.60 to $90, and from $117.60 to 
$134, respectively. The new rates 
become effective Jan. 1, 1947. 


Names Berkes V.P. 


Gus Berkes, production director 
on Apparel Arts, Coronet and Es- 
quire, has also been made a vice- 
president of Esquire, Inc., Chi- 
cago. 


RTS i ala aoe ones 


lon Readers Pom Relaxed! 


When men read the fascinating stories on hunting, fishing 
and trapping in FUR-FISH-GAME, they are relaxed. Their 
minds are free from cares of business. That’s why your adver- 
tising in this popular outdoor magazine invariably pulls 
better than in general magazines. Put FUR-FISH-GAME on 
your schedule this winter and see for yourself. 


The A. R. Harding Publishing Co. 175. Long St., Columbus 15, O. | 
eit REPRESENTATIVES 


New York 
Cole & Pr iweng "Eeporter 6558 Walter C. Elly, Murray Hill 4-0626 
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“INDUSTRIAL ADVERTISERS 
SEEK WAYS TO OFFSET 
RISING COSTS’? (Sept. Industrial Mitg.) 


HERE’S HELP FOR PROBLEM! 


zine they use it. 


No wonder 


Americans buy what they want. They really 
want what they buy. 


When they lay cash on the line for a maga- 


That's one reason why MECHANIX 
ILLUSTRATED delivers advertisers such enor- 
mous returns per dollar invested. 


Newsstand buyers mean business! 


November MECHANIX 


ILLUSTRATED is the largest issue ever—with 
advertising 61.2% over November, '45! And 
no wonder that December also will show a 
tremendous gain over December, ‘45. 


a Thus Industrial Equipment News gives 
a substantial help at all times to the prob- 
i lem of lower space costs, lower advertise New York 
s ment production costs and to securing 
\ detinitely measurable evidence of adver- 


tising effectiveness. 


Details? Write for “The TIEN Plan” 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 


sembled under one roof. 


mers - eiratenserte e wate eee 
= Mallee (Wan bat 


Tmowas ruRLSIONC COMPANY a 


hopping ... and shopping! 


—— a 
Only $95 to $102 a month to place simply 
presented, factual product information be MECHANIX ILLUSTRATED 
fore 50,000 active operating, engineering m 
and production men in the tare oe a Presents the First Annual 
in ALL industries . . . when and where 
they are LOOKING FOR their current NATIONAL CRAFTS 


cars nine aa and operating — re- and SCIENCE SHOW 


Madison Square Garden 


November 17 thru 24, 1946 


Greatest exhibition of crafts and sciences, 
model making and other hobbies ever as- 


@Home Workshops  e Model Railroads 


461 Eighth Avenue New York |, N. Y. poctaae de @ Model Airplanes e Ham Radio 
tial _ NB Dg @ Photography @ Model Boats 
alive et N as ot A gigantic promotion to foster active interest 


in active hobbies—the kind that keep millions 


ee ‘3 aietioas be piabar BAeaTEE tees “Toney: aon Pome 461 Bth Ave, Mew York 1M. Y.—-MBdaliion 3.1545 s 
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MECHANIX 
ILLUSTRATED 


Fawcett Publications, Inc. 
295 Madison Ave., New York 17, N.Y. 
World's largest publishers of monthly magazines 
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Industrial Design 
Society Draws Up 
Code of Practice 


NEW YorK—The Society of In- 
dustrial Designers, formed in June, 
1945, by 15 of the nation’s top 
designers (AA, June 11, ’45), and 
now numbering 63 members, has 
announced a 13-point code of prac- 
tice defining the industrial design- 
er’s relationship to industry, the 
public and his colleagues. 

Four principles each were adopt- 
ed covering the designer’s relation- 
ship to his client and colleagues, 
and five principles were drawn up 
covering contact with the public. 

Members of the society, in fol- 
lowing the code, will not use paid 
advertising to publicize their ser- 
vices, and will not make “forecasts 
or prophecies, for advertising use, 
concerning future designs or future 
projects, which are not based on 
thorough research and analysis.” 
Other principles include the indus- 
trial designer’s obligation to ac- 
cept payment only from the client 
who hires him; to refuse commis- 
sions or payments of any kind 
from suppliers of material or 
others who do work for his client; 
and to avoid serving competing 
manufacturers “except under spe- 
cific arrangements agreeable to 
each client.” 

Although recognizing that 
“many different forms of organiza- 
tion” have developed, the society 
declares that in “the best interest 
of the profession, the future pat- 
tern or organization will be that of 
an individual practicing with a 
staff of other designers and assis- 
tants, or a partnership of profes- 
sional industrial designers with 
their necessary staff, or an indi- 
vidual on the staff of an industrial 
company.” The group frowns on 
corporations practicing industrial 
design. It advocates adherence to 
“standards legally required of the 
older professions of architecture, 
law and medicine.” 

Officers for the coming year are 
Raymond Loewy, president; Harold 
Van Doren, vice-president; Eg- 
mont Arens, secretary, and Ray 
Patten, treasurer. 


Sperti Appoints R&R 

Sperti, Inc., Cincinnati, has ap- 
pointed Ruthrauff & Ryan, Cin- 
cinnati, to handle its drug and cos- 
metic division. 


Print it in 
the West 
FOR WESTERN in 

DISTRIBUTION — 


% Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Appoints MacAlister 

Paul MacAlister, former Navy 
commander and before that presi- 
dent of his own design firm in 
New York, has been appointed 
manager of the interior decoration 
and industrial design departments 
of Montgomery Ward & Co., Chi- 
cago. He was also the founder and 
director of the permanent exhibi- 
tion of decorative arts and crafts, 
“House of Homes” in Rockefeller 
Center. 


L. A. Agency Moves; 
Gets Four New Accounts 


Ross, Gardner & White, Los An- 
geles agency, has moved to new 
and larger quarters at 2859 W. 
Seventh St. The agency has been 
appointed to handle the advertis- 
ing of Sally Shops, retail chain lo- 
cated throughout southern Califor- 


nia, using newspapers and direct 
mail; Barker & Co., custom tail- 
ored clothes, using newspapers, ra- 
dio and direct mail; Hollostone 
Company, manufacturer of con- 
crete building blocks, using news- 
papers, magazines and direct mail, 
and Ambassador Products, Ince., 
manufacturer and distributor of 
supplementary food products, us- 
ing magazines and trade publica- 
tions. 


Opens Radio Department 


McDonough, Lewy, Wagenman, 
Inc., Cleveland, has formed a 
radio advertising department of- 
fering creative, production and 
placement service in the radio field. 
The new department is directed by 
Thomas E. O’Connell, former head 
of Thomas O’Connell Company, 
Buffalo, which has been merged 
with the Cleveland agency. 
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Appoints Nelson Resigns Hillman Account 


A. C. Nelson, formerly with Mc-; Simpson-Reilly Ltd., San Fran- 
Cann-Erickson, San Francisco, has ‘cisco and Los Angeles publishers’ 
joined the staff of Pacific Outdoor | representative, has resigned the 
Advertising Company, Los Angeles. | Hillman Periodicals, Inc., account. 


C (Gee— TA 
WHOS: GETTING lla) Vp 


THE LIONS SHARE 2 28 


How the American Negro spends ten billion dollars annually is a vital 
uestion, to which we will soon have the answer. The Research 
ompany of America is making a brand preference study of the 25 

principal areas inhabited by Negroes in the U. S. This is the only study 

of its kind ever conducted. Reserve your copy on your letterhead now. 

We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e DETROIT 
545 FIFTH AVENUE NEW YORK 17, N. Y. 
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Magic Chef Opens 
Major Campaign 


St. Lours—With copy in 14 na- 
tional magazines, plus outdoor ad- 
vertising and considerable point- 
of-sale material, American Stove 
Company will shortly open for 
1947 its biggest campaign to date 
for Magic Chef gas ranges. 

American is stressing dealer tie- 
in advertising as a result of a sur- 
vey which, American says, shows 
that 90% of the women polled 
properly identified the name. Magic 
Chef and that more women cook 
on Magic Chef than any other 
range. 

With full-page, color copy in 
Collier’s, Good Housekeeping, 
House & Garden, House Beautiful, 
Ladies’ Home Journal and The 


Saturday Evening Post and other 
national consumer magazines, 
American expects to reach ap- 
proximately 72,000,000 readers. 
Dealer helps include store window 
decalcomanias, movie commercials, 
store displays and signs. 

Meldrum & Fewsmith, Cleve- 
land, is the agency. 


‘NBC Reassigns West 


‘Coast Personnel 


Robert V. Brown, assistant pro- 
gram manager of NBC’s western 
network sinee last May, has been 
named program manager, succeed- 
ing Lewis S. Frost, assistant to the 
vice-president, who will supervise 
all NBC operations in Hollywood 
and San Francisco. 

Wendell H. Williams, program 
manager in San Francisco, has 
been temporarily appointed as- 


GIBBONS KNO 


ADVERTISING 


J.J. GIBBONS LTD. 


WS CANADA 


MERCHANDISING 


200 BAY STREET. - TORONTO 


TORONTO MONTREAL, WINNIPEG, 


REGINA, CALGARY, EDMONTON, VANCCUVER 


sistant western program manager 
and manager of program package 
sales in Hollywood. Harry Budeck, 
a production director in NBC’s 
Chicago office, will succeed Mr. 
Williams in San Francisco. Robert 
E. Howard, manager of national 
snot sales for the western net- 
work, has been promoted to the 
network sales department. 


Don Lee Signs Turco 


Turco Products, Los Angeles, 
maker of industrial and household 
cleaning compounds, will feature 
Turco Tay on its new sponsored 


time with “Erskine Johnson in 
Hollywood,” starting Nov. 12, 
Tuesdays and Thursdays, 4:30- 


4:45 p.m., PST, over the Don Lee 
Network. Davis & Beaven, Los An- 
geles, handles the west coast end 
of the radio series. 


Sylvania Names Archer 
F. R. Archer, previously super- 
visor of the sales and development 
of photographic lamps of Sylvania 
Electric Products, New York, has 
been appointed merchandising su- 
pervisor of fluorescent products. 
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BMB Gives ‘ABC’ 
Data for Radio, 
Liesel Declares 


NEw YorK — “Broadcast Mea- 
surement Bureau has provided for 
the radio industry the exact par- 
allel to the ABC circulation figures 
of printed media,’ Hans Ziesel, 
manager of research development 
at McCann-Erickson, told the an- 
nual luncheon of Pulse, Inc., radio 
measurement service, recently. 

Dr. Ziesel’s analysis was made 
following BMB’s own declaration 
that its figures are not compara- 
ble to printed media, because of 
the fact that “circulation and BMB 
audience are not directly compar- 
able—they measure different activ- 
ities.” (AA, Oct. 28.) 

Dr. Ziesel, replacing Marion 
Harper Jr., McCann-Erickson re- 


local 


If you’re planning any “national” advertising, hearken first 


to this fact: 18 counties containing only 14% of the total 


U.S. population account for 40% of the total U.S. depart- 


ment store, mail order store and variety store sales. 


That’s because sales differ as markets differ, and markets 


differ as people differ. Every sale your advertising makes 


is a local transaction between a local consumer and a local 


merchant. It’s multiplying these local sales in many mar- 


kets and adding them up that makes business “national.” 


FLED CHANCE - 


Naturally, your advertising is most efficient when it fits 


your pattern of local differences. And newspaper adver- 


tising, being flexible, naturally fits. Newspapers blanket the 
U.S. and Canada with 51,000,000 copies daily ... an all- 


time high for the biggest mass medium. Yet newspapers 


offer unique precisian control . . . building sales where you 


want them when you want them, and at low cost. 


Our business analysis people probably have or can get local 


facts about your business, too. Try them. 


the bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 LEXINGTON AVE. 


NEW YORK 1!7 CALEDONIA 5-8575 


prepared by the Bureau of Advertising and published by The Memphis Commercial Appeal and The Memphis Press-Scimitar 


THEY SHED WATER—Diamond Match 
Co., which manufactured water-resistant 
matches for the armed forces, is now 
turning them out for civilians who work 
or play outdoors. Sold in red, blue and 
white cartons like this, holding eight 
40-match boxes, they will light while 
wet and are guaranteed to function 
even after a four-hour submersion. 


search director who was out of 
town, explained that BMB and 
ABC are comparable by saying 
that “both determine ‘circulation’ 
in this sense: With a compara- 
tively minor effort—setting the 
radio to its proper dial place or— 
in the case of print—opening the 
magazine to its proper page— 
somebody in the home will be ex- 
posed to whatever there is on this 
wavelength or page.” 

By BMB definition, potential 
listeners have the station in their 
home, just as potential readers 
have the magazine in their home, 
he said, because they must have 
listened to that station at least 
once a week. 

BMB and ABC circulation both 
neglect the important variable of 
the different amount of time or 
thoroughness spent in reading or 
listening, he said, and cautioned 
that time buyers cannot base deci- 
sions on either set of figures alone. 
The answer to the “cry for more 
detailed coverage data,” he de- 
clared, is the station’s share of 
audience. 


Study Result Shown 


He revealed the results of a 
McCann-Erickson-Audience Sur- 
veys’ study based on 1,000 listening 
diaries which showed that share of 
audience could be roughly computed 
from BMB data. This was possible, 
he said, because the two sets of 
data—share of audience and 
BMB—showed a fairly close cur- 
vilinear relationship. 

He presented a table giving “a 
rough approximation” of BMB per- 
centages and the comparable share 
of audience. These ranged from 
10% BMB—1% day and 2% night 
share-of-audience to 100% BMB 
corresponding to 55% day and 
56% night share-of-audience. 

The first major step for BMB to 
take is to “concentrate on refining 
this translation formula so that 
we may soon expect circulation 
coverage figures and_ share-of- 
audience data for any station and 
county,” Dr. Ziesel concluded. 


Film Group Organized 


Film Group, Inc., specializing in 
public relations specials, education- 
al shorts and television programs 
on film, has been organized with 
main offices in Springfield, Mass. 
Sales offices will be established 
shortly in New York, Chicago and 
St. Louis. 
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Hotchkiss Urges 
Higher Salaries 
for Ad Teachers 


NEw YorK—A median salary of 
$8,000 a year for professors of ad- 
vertising and marketing was urged 
by professors and associate pro- 
fessors of the department of mar- 
keting of New York University’s 
school of commerce recently in 
response to suggestions by Prof. 
George Burton Hotchkiss, depart- 
ment chairman. 

Although the resolution was not 
passed in all seriousness, and the 
marketing faculty does not expect 
the university immediately to act 
on it, Prof. Hotchkiss emphasized 
in a talk the value of university 
training for marketing careers; the 
fact that although NYU now has 
a marketing enrollment of more 
than 5,000 students with a total of 
more than 120 classes weekly, it 
can accommodate only a_ small 
percentage of applicants; and the 
high calibre of the present 35 
members of the faculty. 

Prof. Hotchkiss believes that the 
salary scale for marketing teach- 
ers “should be on a par with those 
of first-rate medical and law 
schools.” A distinction should be 
drawn, he said, between profes- 
sional and non-professional depart- 
ments, with marketing in the 
former group. 


Salaries Too Low 


Except for the school of retail- 
ing, he pointed out, “no organized 
group of business men has given 
support to the university.” 

He mentioned that he had re- 
ceived inquiries lately from a half 
dozen colleges which wanted quali- 
fied advertising and marketing 
teachers at salaries between $2,750 
and $3,300. The men he recom- 
mended to them all were making 


COSTS NO MoRE 


May We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results .. . 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in” the force of national advertising. 


——$— 


HANDISE “nll 


36 Pages... 420 Pictures...an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 


Interview with Principals * No Obligation 


AMERICA'S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 
AND ASSOCIATES, INC. 
394 N. JUSTINE STREET © CHICAGO 7, ILL. 


salaries in business of more than 
$6,000. 

NYU offered its first advertising 
and marketing course in 1905. 
This work became a separate de- 
partment in 1915. Early teachers 
included W. R. Hotchkin, William 
H. Ingersoll and Mason Britton. 
Mr. Hotchkiss was chairman from 
1915 to 1928 and returned from 
retirement a couple of years ago 
on the retirement of Hugh E. 
Agnew. 


To Southwest Dailies 


Southwest Dailies, Memphis, 
publishers’ representative, has been 
appointed national advertising re- 
presentative of the Globe, Atchison, 
Kans. 


ANRA Elects Eggers 
John Eggers, O’Mara & Orms- 


bee, has been elected president of 
the San Francisco chapter of the 


American Newspaper Representa- 
tives Association. Other officers 
elected are: Ralph De Motte, Rey- 
nolds-Fitzgerald, Inc., vice-presi- 
dent, and Joseph Chamberlin, 
Keene Fitzpatrick, secretary- trea- 
surer. 


Sponsors Detective Show 


Raymond Laboratories, St. Paul, 
is sponsoring a new detective radio 
show, “The Affairs of Ann Scot- 
land,” starring Arlene Francis for 
Rayve Creme shampoo over the 
ABC Pacific Coast network, 
Wednesdays, 6 p.m., PST. Roche, 
Williams & Cleary, New York, is 
the agency. 


MBS Names Tollinger 


Ned Tollinger, formerly produc- 
tion manager of NBC in Holly- 
wood and later in the radio depart- 
ment of Young & Rubicam, has 
been named program coordinator 
of Mutual Broadcasting System in 
Hollywood. — 
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McBee Promotes Scriven 


James M. Scriven, assistant to 
the general sales manager of Mc- 
Bee Company, with offices in New|representative of a group of pho- 
York, has been appointed manager |tographic publications including 
of the new production planning de-| National Photographic Dealer, 
partment. The company’s main of- | Photographic Age, U. S. Camera 
fices are in Athens, O. | and Travel & Camera. 


_ 
PHOTOSTATS 
A. 


Four Appoint Swain 


Swain Associates, Hollywood, 
has been appointed West Coast 


PHONE WHI. 5355 


540 N. MICHIGAN AVE. @ 185 N. WABASH AVE. 
410 N. MICHIGAN AVE. @ 111 E. DELAWARE ST 
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Send for 


p> If the stream of letters, memos, 
proofs and reports swamps your 
desk, frazzles your nerves, distracts 
you from the executive work that 
is really important, let us send you 
a copy of “Very Promptly Yours.” 

This Hammermill idea-book has 
helped thousands of busy men solve 
the same troublesome mail problem 


If your office mail 
IS a nightm 


* 


AMMEWMIEg fF 
. BOND 2 


E Companion papers for office use include 
J Hammermill Mimeo-Bond and Hammermill Duplicator 


are.. 


this free book!.. 


that you have. It shows how a very 
simple system will keep your cor- 
respondence flowing to the people 
concerned, bring needed file infor- 
mation to you promptly, so that 
you can answer today’s mail TO- 
DAY. The coupon below will bring 
you a free copy of this helpful 
**show-how’’ book. 

And here’s a simple way to take the headaches out of your paper 
selecting: rely on the paper that has been standard in business 
offices for more than 30 years — Hammermill Bond. If you'd like 


to see its wide new color range for printed forms and letterheads, 
just check the coupon below for free sample book. 


Hammermill Paper Company, 1459 East Lake Road, Erie, Penn. 


Please send me — FREE —a copy of “Very Promptly Yours.” 
(Check here () if you’d like a sample book of the new Hammermill 
Bond.) 

Name ____Position 
(Please attach to, or write on, your business letterhead) AA-11-11 
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sermans Cool to Communism 


EKLY NEWSMAGAZINE fe) 


F WORLD AFFAIRS 


NET PAID SUBSCRIBERS 


Over and Above Newsstand Sales 


100,000 world-minded readers will give you their at- 
tention in the pages of WORLD REPORT, the weekly 
newsmagazine devoted exclusively to analyzing and 
forecasting the news of world affairs. Your product 
or service belongs in this picture of clear-headed, 
long-range thinking. Tell these important men of af- 
fairs about your new cars and trucks, your new de- 
velopments in the automotive field. 


* ...and to the makers of gasolines, oils 
and automotive accessories, this message is 


equally pertinent. 


WHAT THIS 100,000 MEANS TO YOU 


Here's concentrated readership of a truly exceptional 
nature... people genuinely interested in the world around 
them, who look to WORLD REPORT to give them facts 
and reliable forecasts about today’s news, tomorrow’s 
developments . . . who have vision to see beyond imme- 


diate horizons . . . who make decisions based on facts 


and have the means to implement their decisions. 


More than 95% of WORLD REPORT subscribers examined 
the first few issues on trial. After this pre-publication trial 


offer, 78% subscribed for more than a year! 


Wo r i G ne Vv DO rt 


THE ONLY WEEKLY NEWSMAGAZINE 
REPORTING, INTERPRETING AND FORECASTING 
THE NEWS OF WORLD AFFAIRS 


UNITED STATES NEWS 


THE 


IMPORTANT NEWS FOR IMPORTANT PEOPLE 


PUBLISHING CORPORATION 


WORLD REPORT 
UNITED STATES NEWS 
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You Ought to Know . 


Ruthrauff & Ryan is planning quite a 
shindig for its 35th anniversary, next 
Jan. 17. In addition to a party, there’ll 
be full page ads in newspapers and other 
promotion. 

In 1945 R&R billed 
more than $32 million. 
Expansion of some of 
its 100 accounts—a few 
of them doubling or 
trebling in the last 
year—will lift 1946 
billings above that fig- 
ure, according to Fred- 
erick B. Ryan _ Sr., 
chairman of the board. 

R&R continues to 
serve a dozen accounts 
which bill more than 
$1 million each annually. These include 
American Airlines, American Home Prod- 
ucts, Associated Products (cosmetics) , 
Brown-Forman Distillers, Chrysler Cor- 
poration, Electric Auto-Lite, Lever 
Brothers Company, Lever Brothers Lim- 
ited (Canada), Quaker Oats and Wrigley. 
Other accounts, big and potential, rang- 
ing from Goodall fabrics and clothing to 
Garrett Company (Virginia Dare and 
other wines), International Telephone & 
Telegraph (including Federal Telephone 
& Radio Corporation), Arthur Murray 
Dance Studios and Savings Bank Asso- 
ciation of the State of New York are 
growing rapidly. And Dodge Division of 
Chrysler Corporation next year might re- 
turn to its prewar bésis of $4 million, 

To be sure, the loss of Noxzema Chem- 
ical and Smith Brothers to the new 
agency, Sullivan, Stauffer, Colwell & 
Bayles, caused some concern on the 53rd 
floor of the Chrysler building. So did the 
loss of several executives. But these, 
“Fritz” Ryan emphasizes, helped in their 
way to speed a trend, already under way, 
toward streamlining the organization to 
meet the problems and opportunities of 
these rapidly changing times. In nine 
offices in this country and one in Canada, 
R&R now employs 620 people. The west- 
ern operations, under Paul Watson (with 
headquarters in Chicago), have con- 
tributed heavy new billing in recent 
years. 

The agency which F. B. Ryan Sr., and 
the late Wilbur B. Ruthrauff started 
with three employes and a capital of 
$2,000 in 1912 has made money every 
year, and 1946 will not be an exception. 
Since the beginning of the depression in 
1932, its billings have almost trebled. 

Long a 50-50 partnership of Ruthrauff 
and Ryan, the agency of late has been 
charged with nepotism. These charges 
have arisen from the fact that Frederick 
B. Ryan Jr., recently returned from the 
Navy, is now president. “Barry” joined 
the agency in 1928 on graduation from 
Yale, where he was a 3-letter man. After 
lengthy training in all departments of 
the business, including copy, merchan- 
dising, radio and research, he served in 
various executive capacities and then 
filled the job of vice-president and treas- 
urer. F. Bourne Ruthrauff and Quincy G. 
Ryan, account executives, both of whom 
have been with the agency a dozen years, 
and who were in charge of all radio and 
space advertising for the Red Cross dur- 
ing the war, are vice-presidents. 

Mr. Ryan pointed out, however, that 
the Ruthrauff and Ryan families today do 
not control the agency. Both responsi- 
bility and ownership have been quite 
widely distributed. R&R has, for ex- 
ample, 38 vice-presidents, headed by vet- 
erans Paul E. Watson, E. J. Grady and 
Cal J. McCarthy. Although the preferred 
stock, representing the good will and 
name built up by them, is owned by the 
Ruthrauff and Ryan families, the com- 
mon (voting) stock is held by 30 key 
executives, five of whom each owns as 
much as Mr. Ryan. 

A couple of years ago when Fritz Ryan 
had a serious attack of pneumonia there 
were rumors that he might retire. But he 
wouldn’t. Sixty three now, he intends 
to “sit in with the younger men he has 


F. B. Ryan 


e eFrederick B. Ryan 


helped train and develop.” R&R has been 
called Rough & Ready and all of Fritz 
Ryan’s 239 pounds of earnestness and 
enthusiasm emphasize that the nickname 
still holds. 

By contrast, Ruthrauff, who died in 
1941, was slender and debonair. They 
complemented (and sometimes even com- 
plimented) each other. Both went to 
Yale, but five years apart, and they did 
not meet until several years afterward, 
at a house party at Cape Cod. 

Fritz Ryan spent his youth largely at 
being thrown out of boarding schools. 
On graduation from Sheffield Scientific 
School at Yale in 1904, he became a 
draftsman at $12 a week. Then he went 
to work selling real estate on Long 
Island, and learned in the process quite 
a bit about people. 

Ruthrauff also tried real estate, among 
other things. For a time he was an un- 
successful rent collector. Soon he was a 
free-lance writer of sales letters, book- 
lets and such. 

The 28th St. quarters which the new 
firm of Ruthrauff & Ryan took had only 
one private office. The partners settled 
this problem by giving Ruthrauff the 
office and naming Ryan president. They 
began to dig up little mail order or 
direct selling accounts. It was a hand- 
to-mouth operation. Enough coupons had 
to be obtained one month to keep an 
account going the next. 

Some of those early coupon accounts, 
such as U. S. School of Music, are still 
on the R&R list. One of them was a 
publisher in Meriden, Conn., who issued 
a book called ‘Power of Will.” The copy 
for it was so productive that it attracted 
other mail order publishers. Among them 
was Nelson Doubleday’s “Book of Eti- 
quette.”” Copy for it, with such headlines 
as “What’s Wrong with This Picture?” 
and “Again She Ordered Chicken Salad,” 
caused one and one-half million people 
to pay $3 each for it. Another success 
was with the Roth Memory Course. (“Of 
course I remember you—Mr. Addison 
Sims of Seattle.”) Betweentimes, R&R 
was helping the American people to 
“speak French to the waiter.” 

Competitive agencies came to call the 
R&R approach buckeye. But in a book- 
let entitled “Slow Down the Band Wagon 
—the Elephants Can’t Keep Up,” R&R 
stressed the fact that “our audiences are 
not composed of university graduates. . 

“But do not confuse simplicity with 
crudity. . . To write understandably for 
the man in the street, we need not skirt 
the borders of illiteracy. Nor do we need 
to violate good taste in order to be in- 
teresting.” 

Twenty years ago the firm began going 
after general accounts. Lever Brothers 
cast their lot with R&R on Rinso, and 
Rinso became the largest-selling package 
soap in the world. Then they got Life- 
buoy and Spry. 

The “B.O.” slogan and the “B.O.” prop- 
erties of Lifebuoy—which until then had 
been sold as an antiseptic—were un- 
covered as the result of careful research, 
with one crew of men taking the “cure” 
angle (B.O.) on one side of the street 
and another the “preventive” angle (anti- 
septic) on the other. 

The “Band Wagon” booklet was R&R’s 
introduction to the Chrysler Corporation. 
A year or two later the agency got the 
Dodge account and later Chrysler in- 
stitutional. A price reduction helped, bur 
the fact remains that in the first year or 
R&R’s ministrations, dramatizing pic- 
torially the car’s power, safety, economy 
and other features, it rose from ninth to 
fourth place in sales, led only by Chevro- 
let, Ford and Plymouth. 

R&R’s accounts are larger now, but 
Mr. Ryan says, “We’ll still take any size 
account for which we believe we can do 
a job.” On those under $100,000 the 
agency gets a fee to pay for the extra 
effort required. 

A pioneer in research, especially on 
copy appeals, R&R has also pioneered in 


radio. Its use of radio has grown with 
the medium. In 1939 the agency pub- 
lished a booklet on _ radio, entitled 
“Human! Handle with Care.” 
Although Ruthrauff & Ryan for 35 years 
has done as much as any other agency 
to guide the advertising trends and in- 
fluence the buying habits of the people of 
the country—and surely is less “ivory- 
tower” than most of them—its principals 


have kept out of the limelight. Mr. Ryan, 
for example, has declined several times 
to stand for election to “association” posi- 
tions. The only well known organization 
which he serves as a director is the Wal- 
dorf-Astoria Hotel. 

His favorite pastimes are yachting and 
golf—but he reads a lot of newspapers, 
too. He travels, he says, mostly “to see 
clients.” 
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On the record, at least, it is doubtful 
if there are four classifications in which 
it is very much harder to make interest- 
ing and compelling advertising than the 
four represented here today. 

Cigaret advertising has been so beset 
by rather far-fetched claims as to be- 
come a subject for advertising itself and 
most motor oils, like cigarets, seem to 
offer differences too slight to mention. 

The results, illustrated here by Philip 
Morris and Quaker State, respectively, 
are advertising that in the first instance 
has not a word of proof to back up its 
claims (only an unspecified “important 
difference in manufacture” that makes 
Philip Morris ‘clean, fresh, pure”) and 
in the second—not even a claim. 

The Quaker State advertisement has 
a beautiful illustration and thirteen words 
of text: “Wild geese flying? Make a 
date—To change to Cold-Test Quaker 
State.” 

The words “Cold-test’”? may be red hot 
reason-why in a motor oil advertisement. 
But, somehow, we don’t think so. We 
don’t think either of those advertisements 
is very convincing. And we don’t think 
the subjects, despite the record, are en- 
tirely to blame. 

No more inspired usually than either 
of the above is newspaper promotion— 


What keeps an advertisement healthy? 
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particularly when it is concerned with 
circulation and cost and coverage. 

Yet these are the subjects of the 
Metropolitan Gravure Group advertise- 
ment reproduced below. And you don’t 
have to read it to know that it is an un- 
usual and arresting advertisement. It is 
enough to say here that full advantage 
is taken copy-wise of the medical chart 
illustrations that so perfectly fit the head- 
line. 

Fourth of these advertising tough-sub- 
jects is life insurance and just to com- 
plicate it here we have an industry ad- 
vertisement. And what an advertisement! 

Instead of starting right out selling life 
insurance it begins by talking about the 
family money ... and it ends on the 
very same note. It asks who should man- 
age the family money, what part the 
wife should get and what bills the hus- 
band should pay—and, having answered 
these important-to-every-family ques- 
tions with friendliness as ‘well as good 
sense, it makes the final insurance appeal 
only an appeal for planning. 

The Insurance Companies and Metro 
Group advertisements are current ex- 
amples of the application of good adver- 
tising thinking and fresh advertising ap- 
proaches to old selling problems. 

They are exhibits in this department’s 
continuing campaign to prove that no 
advertising has to be dull or merely 
pleasant. 
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Cochrane Named 
Ad Manager of 
‘New York News’ 


New YorK—Thomas J. Coch- 
rane, who joined the Chicago 
Tribune in 1909 as an office boy 
in the classified 
advertising de- 
partment, has 
been appointed 
advertising man- 
ager of the New 
York Daily News. 
He has been act- 
ing advertising 
manager since 
the illness of 
Harold B. Sher- 
wood, who died 

a oct. 36 CA, 
a Nov. 4). 
nie aa Mr. Cochrane, while in Chicago, 
moved from the classified to local 
ae display advertising, and joined the 
ah News when it was founded in 1919. 
He was appointed local advertis- 
ing manager in 1921, a position he 
held until he became acting ad- 


Thos. J. Cochrane 


vertising manager last summer. 
In World War I Mr. Cochrane 
served overseas with the head- 
/quarters troop of the 33rd Di- 
vision; he served continuously as 
a reserve officer with the Cavalry 
| between the wars; and during 
World War II he was a lieutenant 
colonel in Military Intelligence. 


Opens Publishers’ 


||Representative Office 


Ren Averill, who resigned re- 


|| cently as western advertising man- 
‘jager of Esquire, has opened a 


| publishers’ representative office in 
|the Philharmonic Auditorium 


| building, 427 W. 5th St., Los An- 


|geles, under the name of Ren 
| Averill Company. 

Warren T. Ross, formerly with 
the Shellmar Products Company, 
|Chicago, has joined the staff to 
specialize in industrial and trade 
| publications. 


‘Lawrence to J. M. Korn 


| Lawrence Laboratories, Brook- 
ilyn, maker of Sulfoam shampoo, 


has placed its advertising with 
J. M. Korn & Co., Philadelphia. 
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ManyLeaders of 
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BUSINESS FIGHTS BACK—Labor relations copy of business seems to be getting tougher, as these three unrelated recent 

examples indicate. At left is an ad run in Pittsburgh papers during the power strike by Rockwell Mfg. Co. At upper right 

are the cover and first page of a 32-page brochure distributed by Allis-Chalmers, where violence flared into serious pro- 

portions last week. The bulk of the booklet consisted of photographic copies of nomination papers of the Communist 

candidate for governor of Wisconsin, with individual signers affiliated with Local 248, the striking union, identified. At 

lower right is the center spread of a four-page folder issued by the Franklin Association, Chicago, representing union 
print shop owners, where negotiations with the typographical union are currently stymied. 


Emerson Unveils Radio 
for Hard-of-Hearing 


A table model radio receiver 
especially designed for the hard- 
of-hearing has been announced by 
Emerson Radio & Phonograph 
Corporation, New York. The set, 
said to be first of its kind, has 
both a standard speaker and a 
molded plastic ear receiver, with 
individual volume controls. The 
ear receiver is plugged into the 
set. 

Retail price of the receiver, Em- 


erson announced, will be $45. 
Dealers are advertising the set 
locally, but no national media pro- 
motion plans have been announced 
as yet. 


Burgoyne Starts Co. 


John Burgoyne Jr., formerly re- 
search director of Stockton, West, 
Burkhardt, Cincinnati agency, has 
formed a general counsel firm to 
be known as John Burgoyne Jr. & 
Associates in the Dixie Terminal 
building, Cincinnati. 


Isaacson Appointed 


Regis Togs, Inc., New York 
manufacturer of Mistress Mary 
children’s dresses, has appointed 
Robert Isaacson Associates, New 
York, as advertising counsel. Trade 
publications and direct mail will 
be used. 


To Davis-Fisher-Kayne 
Universal Recording, Chicago, 

has named Davis-Fisher-Kayne, 

Chicago, to handle its advertising. 


Sure, Waco is an agricultural center! Cot- 


ACCURACY 


YOUR SALES message straight to selected 
readers — that’s what we mean by "bullseye 
accuracy”— that’s what you get in World's 
Business and Guia. 


Your message goes right to the heart of your 
overseas market... to the top men in manage- 
ment—representing industry, government, 
transportation and commerce. These men read 
ual World's Business and Guia every 
| month, to keep abreast of the 

American business scene, and 
to implement their purchas- 
ing knowledge before 
they specify and buy. 


3. E. SITTERLEY & SONS, INC.. Publishers - 440 Emm 


Tor Advertisers Desiring Marketing Cooperation: Export 
Market Det .,. Trade Reports ,. . Tran ons... Market 
Research and Development... Export Direct Mail Service. 


ton is indeed King of Central Texas—but in 
addition to the millions of dollars which pour 
into the pockets of our people from diversified 
farming, consider the effect of more millions 
distributed regularly by 127 booming indus- 
tries in Waco. 

In this thriving metropolis of 93.000 people, 
tires, sashes and doors, alass, coffins, canvas, 
textiles, and hundreds of other items are man- 
ufactured for national distribution. Pay rolls 
s are steady, and workers prosperous. 
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‘Big Slick Mag’ 
Makes Subscriber 
Copy for Seldes 


New YorK—On Friday, Nov. 1, 
42-line insertions in the Chicago 
Daily News, Chicago Sun, Los An- 
geles Daily News, New York Her- 
ald Tribune and San Francisco 
Chronicle said: 

“A big slick national magazine 
goes gunning for ‘In Fact,’ the 
sensational weekly newsletter 
edited by George Seldes.” To “find 
out what the shooting’s about,” 
readers were invited to “send $1 
for 52 issues.” 

Similar insertions appeared in 
these newspapers Nov. 4 and 6, 
and in the New York Post Nov. 4, 
6 and 7, through Sutner, Fling & 
Hall, New York agency. 

But readers of Collier’s found 
at least part of the answer in a 
full page editorial in its Nov. 9 
issue, denying a charge of Mr. 
Seldes, published in “In Fact” 
Sept. 16, that “among the minor 
enterprises controlled by J. P. 
Morgan & Co. is the Crowell Pub- 
lishing Company,” and charging 
Collier’s and the American Maga- 
zine with having “put over the 
Morgan line in America.” 


Gets It Both Ways 


Asserting that Collier’s “gets 
mistaken and false accusations 
from fanatics on both sides of the 
road,” the magazine declared that 
“there is not a single word of 
truth” in the Seldes statement. 
“The only item of fact in the 
malicious canard,” it said, “is that 
Thomas W. Lamont, a Morgan 
partner, is a minority stockholder 
of the Crowell company. But 


neither he nor any of his partners, |. 


nor the Morgan bank, ever con- 
trolled or even attempted in any 
way or at any time to participate 
in the editorial direction of Col- 
lier’s, the American, or any other 
Crowell magazine. .. We are not 
upset by George Seldes who takes | 
the Communist line or the anti-| 
Communist Westbrook Pegler who 
advocates a boycott of those who) 
don’t share his intolerance.” | 

The “In Fact” article asserted 
that Mr. Lamont and other ‘‘Mor- 
gan men,” especially A. K. Lockett, 
“controlled the policies and opin- 
ions of not only (a number of) 
magazines, but millions of read- 
ers influenced by the magazine.” | 
Mr. Seldes will carry on his dis- 


What Makes 
GREENSBORO 
Hum? 


e North Carolina’s best trading 
area (980,950 persons within 
60 miles — 16.16% of North 
Carolina’s retail sales). 


eSmallest percentage of 
Negroes (26.6%) of any North 
Carolina city. 


e Retail sales of $51,648,000 in 
1945 (4.36% of State). 


e Huge building program (in- 
cluding $5,000,000 Sears, Roe- 
buck project). 


Sales Figures from Greensboro are 
Pleasing to the Eye! 


GREENSBORO 


NEWS-RECORD ff 


cussion of the subject in the Nov. 
11 issue of his newsletter, he in- 
formed AA, 


Ingalls Heads GF 
Bireley’s Division 

Darrell Ingalls, formerly assist- 
ant general manager of the Bire- 
ley’s division of General Foods 
Corporation, Hollywood, has been 
named to succeed Frank W. Bire- 
ley, founder of the unit, as general 
manager. 

Mr. Ingalls joined Bireley’s in 
1929, became secretary in 1935 
and secretary-treasurer in 1936. 
The company became a division of 
General Foods in 1943. Its prod- 
ucts include a bottled orange drink 
and pectin products. 


Appoints Gray & Rogers 

Fine Arts Sterling, Philadelphia, 
has appointed Gray & Rogers of 
that city to handle advertising. 
Already scheduled is a series of 
full-page, four-color insertions in 
House Beautiful, Mademoiselle and 
Vogue. 


Ford ‘Estimates’ 
Power of aWoman 


DETROIT—With Chevrolet nar- 
rowing the registration gap be- 
tween it and Ford, and winning 
public attention with its 35th 
birthday this month, J. R. Davis, 
Ford Motor Company’s sales and 
advertising chief, grabbed the 
spotlight, too, with the story that 
Ford is “estimating” the power of 
a woman as a Sales prospect. 

“Realizing the growing impor- 
tance of the woman’s influence on 
the purchase of automobiles,” Mr. 
Davis said, “Ford has launched a 
concerted drive to strengthen 
dealer selling efforts aimed at the 
distaff side of the family market.” 

The drive will be featured by 
exhaustive research to determine 
the most effective methods of win- 
ning Miss and Mrs. America’s ap- 
proval of Ford cars, and intensive 
educational campaigns to transmit 
these methods to Ford dealers and 


salesmen. An integral part of the 
over-all program is special adver- 
tising copy in women’s service 
magazines, 


Bendix Offers Films 


Bendix Home Appliances, South 
Bend, is offering 13 spot movies 
demonstrating the advantages of 
owning a Bendix, to its dealers for 
showing in neighborhood theaters. 
Each firm has the signature of the 
local dealer and all arrangements 
with the local theater are han- 
dled by the local film distributor. 
United Film Service, Inc., Holly- 
wood, produced the films. 


NIAA Chapter Elects 


The Industrial Advertising As- 
sociation of Southern California, 
Los Angeles chapter of the NIAA, 
has elected Harry Howard, Sals- 
bury Motors, Pomona, president; 
A. X. Schilling, Southern Cali- 
fornia Edison Company, vice- 
president, and Bruce Lindeke, 
Advertising Management Service, 
secretary-treasurer. 


Dougall Succeeds Brown 


Arthur B. Dougall, co-founder 
of Paul W. Stewart & Associates, 
New York, in 1940, has succeeded 
Lyndon O. Brown in the partner- 
ship of Stewart, Brown & Asso- 
ciates. With Mr. Brown’s retire- 
ment on Dec. 31 to become presi- 
dent of Knox College, Galesburg, 
Ill., the business will continue 
under the name of Stewart, 
Dougall & Associates. 


GALA 


The Latin-American Magazine 
covering the markets of the 
other Americas. See and get 
acquainted with it. 


U.S. exclusive representatives 


MELCHOR GUZMAN CO.. Inc. 


45 Rockefeller Plaza 
New York 20, N. Y. 
CI 7-0624 


a7 


EIGHT SCREEN STARS are signed by Cresta Blanca 


Easecedll Boao - 


Wine to form the first repertory company in 
radio. Each Tuesday night, the "Hollywood 
Players" present great stories with great stars 
guaranteed. Bette Davis, Joan Fontaine, Paulette 
Goddard, Claudette Colbert, Joseph Cotten, 
Gregory Peck, John Garfield and Gene Kelly have 
placed this show among the top fifteen. 


NEW YORK * BOSTON * BUFFALO 


1600 LETTERS, WIRES, AND CALLS were received 


* PITTSBURGH * 
CHICAGO * MINNEAPOLIS * SAN FRANCISCO * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 


Advertising 


CLEVELAND * 
HOLLYWOOD * 


DETROIT 
LOS ANGELES 


shortly after this advertisement for Investors 
Syndicate appeared in Time magazine. As a direct 
result of these inquiries, ninety men were 
hired and trained. To date they have produced 
nearly $2,000,000 worth of business for this 


BBDO, Minneapolis, client. 


THIS SALES-WISE CLIENT moved to an undisputed 
first place in the electric shaver field in only 
five years. Product improvements—announced to 
the public in informative advertisements like 
the one above—have produced this palatable 
sales capsule: MORE REMINGTONS HAVE BEEN SOLD 
SINCE 1940 THAN ALL OTHER MAKES COMBINED! 


BIGGEST PROBLEM with this National Gypsum 4—color 
Post series is to keep folks from getting mad at 
their Gold Bond dealers because they can't build 
right away. You can't read the payoff here 
(type's too small) but look at it next time you 
see one of these ads. It's doing a job! The 
advertising is prepared by BBDO, Buffalo. 
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John Brehm Dies; | 


Crowell-Collier | 
Circulation Head 


| circulation Collier’s Weekly. 
| became a director in 1922, and a 


He 


vice-president in 1930. 


JULIAN PRICE 


CHARLOTTE, N. C.—Julian Price, 


| 


New York—John S. Brehm, 71,/78, owner of Station WBT here, | 
vice-president, director of circu-| ehairman of the board of Jefferson | Milton Suter, 72, former newspa- 
lation and director of Crowell-| standard Life Insurance Company,|Per Publisher and retired broker 
Collier Publishing Company, died | and a widely known North Caro- | dealing in newspaper properties, | 
at his home here Nov. 2. He had! ing philanthropist, was killed in|died at his home here Oct. 31. 


been in poor health for several an automobile accident in Wilkes | After serving as football coach at | 


months. | 

As a youth of 20, Mr. Brehm | 
joined the Chicago Record-Herald | 
in 1894 as a circulation solicitor | 
in a rural district, later became | 
circulation manager, and moved | 
over to the Crowell Publishing 
Company (now Crowell-Collier) 
in 1914 as manager of the then 
newly-created branch agency sys- 
tem of the circulation department. 
Under his direction, the first 
branch agency was established in 
that year in St. Louis. There are 
now 52 branches throughout the | 
country. 

Mr. Brehm became circulation | 
director in July, 1919, 


County, N. C., Oct. 25. 


W. A. CORDINGLEY 


Des Mornes—W. A. Cordingley, 
67, circulation manager of the Des 


| Moines Register and Tribune since 


1906, died at his home here Nov. 
1 of a heart attack. He was a di- 
rector and assistant secretary of 
the Register & Tribune Company. 


J. F. PEZDIRTZ 


Des MoInes—Joseph F. Pezdirtz, 
54, mechanical superintendent and 
a member of the board of the Des 
Moines Register and Tribune, died 


when | at his home Oct. 31. He had served 


Crowell bought the then small-| with the newspapers since 1922. 


~ 


ore Advertisers Spend 
ore — 


than in any 
other Outdoor 
Magazine 


| 


| 


| 


| 
| 


| 


Herman Suter, | 


Ex-Publisher, 
Dies at 72 


BRONXVILLE, N. Y. — Herman 


several southern universities, MTr. | 
Suter became a Washington news-_ 
paper man in 1903. Four years) 
later he was named publisher of | 
the Nashville Tennessean, a posi-| 
tion he held for five years. 

He later was publisher, at vari- | 
ous times, of the Washington Her-| 
ald, Philadelphia Evening Times, | 
Elmira Advertiser and Elmira Sun- | 
day Telegram. From 1915 to 1918, | 
he filled an interval between! 
newspaper publishing positions by | 
entering the book publishing field | 
in New York, also working for the 
Foreign Press Cable Service Bu- 
reau of the Committee on Public 
Information. 

Mr. Suter retired seven years 
ago as a partner in the New York 
firm of Palmer, Suter & Palmer, 
which he joined in 1924. As a 
brokerage and consulting firm, it 
has handled the disposition of 
newspaper properties with an esti-| 
mated value of $100,000,000. 


C. H. MacDONALD 


San FrRancisco—Charles_ H. 
MacDonald, president of C. H.| 
MacDonald Advertising, died here | 
Oct. 28 after a brief illness. A 
native of Nova Scotia, Mr. Mac- 
Donald had been advertising man- 
ager for several firms before open- 
ing his own agency two years ago. 


CED Adds Trustees, 
Committee Members 


The Committee for Economic 
Development, which recently an- 
nounced its new research program 
at helping avert a major depres- 
sion (AA, Nov. 4), has named six | 
business men to its board of trus- 
tees and added four new commit- 
tee members. 

New trustees are: M. H. Eisen- 
hart, Bausch & Lomb Optical Com- 
pany; C. Scott Fletcher, Encyclo- 
paedia Brittanica Films; Elmer L. 
Lindseth, Cleveland Electric I[ll-| 
uminating Company; E. C. Sam- 
mons, U. S. National Bank, Port- 
land, Ore.; W. Walter Williams, 
Continental, Inc., Seattle, and 
George F. Zook, American Coun- 
cil on Education. All members 
are presidents of their associations 
or companies. Added to the in- 
formation committee were Julien 
Elfenbein, editor of House Fur- 
nishing Review, New York, and 
Earl Shaner, president of Penton 
Publishing Company, Cleveland. 


| Robert Heller, of Robert Heller & 


Associates, Cleveland, and Fowler 
McCormick, International MHar- 
vester Company, Chicago, have 
been added to the research and 
policy committee. 


Charles Brooke Retires 
from Detroit Agency 


Charles W. Brooke, a pioneer 
agency executive of Detroit and a) 
partner in Brooke, Smith, French | 
& Dorrance, Detroit, has retired | 
from the agency because of ill 
health. He began his agency career | 
as a specialist in the marketing of 
industrial products after an earlier | 
association with Westinghouse 
Electric Corporation and _ other 
large companies. 

His long partnership with Guy | 
C. Smith and Willard S. French | 
began before World War I, Sturges | 
Dorrance joining the agency later | 
as head of the firm’s New York 
division. In recent years as the 
organization expanded, Mr. Brooke 
gradually relinquished his con- | 
tact and executive responsibilities. 


Lock Co. Names Fremd 


Theodore J. Fremd has been 
named advertising and sales pro- 
motion manager of traffic appli- 
ance sales of Yale & Towne Mfg. 
Company, Stamford, Conn., and 
New York. 


| pay 
own Car. 


' weekly news letters 


' principles. 
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The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” ‘Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


350 cents a line, minimum charge $2. Figure bold face heads 25 letters 
and spaces per line; light bodyface 34 per line. Box numbers add two 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


_+ HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 

organizations 

185 N. Wabash Ave., Chicago 
ADVERTISING REPRESENTATIVE 
wanted to sell space for woman’s 
professional publication, circulation 
over 150,000. Exceptional opportun- 
ity for young man between 28-38. 
Write 

Box 8546, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

LOUISVILLE BUSINESSPAPER 
publishing house has opening for 
young journalism school graduate 
ambitious to build career. Must 
have aptitude for news reporting, 
news rewrite and magazine makeup, 
plus pleasing personality. Starting 
salary $45 per week. Real oppor- 
tunity for advancement. Apply by 
letter giving full educational and 
business history and personal data. 

Box 8545, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


~~ SPACE 


INDUSTRIAL 
salesman. Travel Mid-Western ter- 
ritory. National publication. Good 
and excellent future. Furnish 
Write giving complete 
qualifications. 

Box 8544, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 

Manufacturer selling quality mu- 
sical intrument through the finest 
stores countrywide needs highest 
type experienced advertising exec- 
utive. Medium sized midwestern 
city. Please send full details in first 


' letter. 


Box 8536, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 11. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
WANTED—Correspondents to send 
covering con- 
ice cream, radio and to- 


fectionery, 


bacco industries in Chicago, Phila- 
delphia, Detroit, St. Louis, Cleve- 
land. Address. 


Box 8561, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED—Experienced direct mail 


circulation promotion 
projected new Southern magazine, 
general circulation. Preferably un- 
der 40 years old. Offer key if not 
top. position. Want ideally man 


expert for 


| working in near top but subordinate 


position desirous advancement. State 
record, education, qualifications, 
eontactable references, present and 
asking salary. Responses treated in 
strictest confidence. 
Box 8562, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION 
MANAGER 

Must be thoroughly versed in all 

phases of department store proced- 


ure; typography, engraving, direct 
mail. Must also be a good organizer 
and expediter of daily schedules. 


Contact Mr. Jonas at STAte, 1500. 
MANDEL BROTHERS, Chicago. 


PRODUCTION MANAGER 
Large Chicago advertising agency. 
Must be thoroughly experienced in 
agency production. Give full de- 
Hr i experience, salary. Confiden- 

al. 

Box 8568, ADVERTISING AGE 
__100 EK. Ohio St., Chicago 11, I11. 
OPPORTUNITY—for young woman 
with secretarial background and a 
flair for writing—a position with a 
national cooperative organization to 
assist in the publication of a month- 
ly trade magazine and handle gen- 
eral news releases. Applicant should 
be capable of assembling data, pre- 
senting facts and human interest 
news stories featuring co-operative 
Complete responsibility 
will follow to person demonstrating 
ability. Address inquiries to 

Box 8564, ADVERTISING AGE 

100 EK. Ohio St., Chicago 11, Il). 


RADIO TIME BUYER 

size Chicago advertising 
agency wants young woman with 2 
to 3 years’ experience in spot radio 
rates, availabilities, ete., to handle 
time buying and learn space buy- 
ine. Excellent opportunity. In- 
quiries kept in strict confidence. 
Call Randolph 9361. 


MANAGER, COMMERCIAL 
RESEARCH 
30-40. Assemble, correlate, interpret 
internal and external data for exec- 
utive decision in establishment of 


| sales forecasts and development of 


both short term—long term sales 
plans and purchasing policies. Any- 
one serving as research department 
head of advertising company ideal. 
Salary $12,000 up. You will live in 
East. Send brochure with request 


for our regular application please. 
KAY WILLIAMS PERSONNEL 
3607 Olive Street 
St. Louis 8, Missouri 
WANTED — Assistant editorial 
writer for a New York ‘weekly 
trade publication. Furnish experi- 


ence and salary expected. 
Box 8570, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED—VERSATILE GHOST 
Excellent job waiting for thorough- 
ly experienced all-around writer who 
ean take rough ideas (good ones) 
and turn out top-notch speeches, 
trade magazine articles, mailing 
pieces for busy president of national 
organization. Headquarters in Chi- 
cago. 

Box 8568, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I!1. 


| 
| 


POSITIONS WANTED. 


TRADE PAPER EDITOR 
Interested in new connection. N.Y.C. 
area. Solid background; sharp per- 
spective; good newshawk; fast re- 
write; able reporter, $5,500 min. 
Box 8560, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Seasoned ACCOUNT EXECUTIVE 
All round agency man; 12 years ex- 
perience, agencies and advertisers. 
Acct. exec. plans, copy, visuals, mer- 
chandising, new business, At home 
in all media; PLUS in radio. 
Box 8572, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, II. 


CAN DO part time writing on any 
phase of industrial or tech. wk. In- 
terested in hard-to-handle material. 

Box 8573, ADVERTISING AGE, 
___ 100 E. Ohio St., Chicago 11, Il. 

FREE LANCE 
Art, Copy and Production Agency, 
Publication Specialist. Overnite 
service when necessary. 

Box 8565, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
TALENTED Art. With Schling-Life- 
Fash. Illus. Dr. Design, wants pos. 
with Fash. Illus. Call Roe. 4656. 

WHAT’S YOUR PROBLEM? 
If you have merchandising, advertis- 
ing, display, marketing, store prob- 
lems, write: 

C. Martin Bowman, 2117 N. Main St. 
Santa Ana, California 
RESEARCH DIRECTOR 
in Chicago office of one of nation’s 
largest advertising agencies seeks 

connection with manufacturer. 

Box 8571, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ARTIST—AD MANAGER 
unhappy in secure, lucrative posi- 
tion without challenge. Lively lay- 
outs, Ist-rate cartoons, black & 
white. Can’t be happy unless fertile 
creative power is put to use. Plan- 
ner; bright, agressive; 27, single, 

college, ready to go! 

Box 8569, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES AVAILABLE 

TOP REPRESENTATIVES 
of two highly successful business 
papers are forming a Publishers’ 
Representative Organization Janu- 
ary first. They have a combined ex- 
perience of thirty years in adver- 
tising, sales, editorial, circulation, 
sales promotion and market re- 
search. These men enjoy a wide ac- 
quaintance with account executives, 
space buyers and a widely diversi- 
fied group of manufacturers. Pub- 
lishers wanting a youthful, aggres- 
sive and fully rounded sales organ- 
ization in the Middle West should 
contact 

Box 8566, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, Ill. 


NEW YORK REPRESENTATIVE 
with established office and _ staff 
seeks representation for reputable 
trade or general publication with 
attractive business potentialities. 
Commission basis. 
Box 8567, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
MISCELLANEOUS 


Newest, most economical way to 
display any product. 
Samples on Request. 

Graphic Arts Photo Service 


Box 365-A, Hamilton, Ohio 


SPACE AVAILABLE 

for free lance artist in Advertising 
Agency. Reasonable rent in ex- 
change for work. Phone State 1366, 
Chicago. 

TO AN ADVERTISING AGENCY 
principle interested in acquiring a 
worthwhile interest in a specialty 

food product 

Here is a small going business oper- 
ated by a production minded owner 
but which lacks advertising and 
merchandising exploitation. The 
product has demonstrated good re- 
peat sales and lends itself to wide 
uses as a culinary ingredient. This 
would look awfully good to me if I 
were in the advertising agency busi- 
ness. If you are interested and are 
located in the New York Metropoli- 
tan area, address Carl H. W. Ru- 
precht, One Park Avenue, New York 
2 Es. 2 


PLACEMENT AGENCY 
+ 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office -:- Creative -:- Executive 


Resumes required before registration. 
Moderate placement service fee seme- 
times paid er shared by the ompleyer. 


420 Lexington Avenue 
New York 17, N. Y. 
LEX 2-8864 


Walter Lowen 


WANTED — ADVERTISING MANAGER 


for a large midwest manufacturer of con- 
sumer goods having national distribution. 
Must be thoroughly conversant with news- 
paper, poster, magazine work and layouts. 
State age, experience, past connections. 
Strictly confidential. 


Box 6604, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 
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OPA Chief Asks 
White House Rule 


on Future Control 


WASHINGTON — Disintegration of 
the price control organization was 
checked at least temporarily this 
week as OPA Chief Paul Porter 
and his superiors at the Office of 
Reconversion sought a signal from 
the White House on future policy. 

In calling a halt, Mr. Porter 
sought a topside statement listing 
commodities which will remain 
indefinitely under control. 

After two weeks of frantic de- 
controlling, OPA estimated that it 
still controls about 40 cents of the 
average dollar spent for “cost of 
living items.” Before President 
Truman’s historic decision on meat, 
about 80 cents of the cost of living 
dollar had been controlled. 

Of foods, only sugar, syrup and 
rice remain controlled. Between 
70 to 75% of clothing remains con- 
trolled despite freeing of shoes, 
hats and some other items. Most 
major appliances are still under 
ceilings, but radios, phonographs, 
lamps and a long list of small ap- 
pliances are out from under. 


Furniture Under Control 


All major furniture is still under 
price control. Laundry, dry clean- 
ing, shoe repairing and _ similar 
services are under ceilings. Coal 
and coke are controlled, but pe- 
troleum has been freed. Lumber 
and building materials are still 
tightly controlled. Automobiles, 
most rubber items, including tires, 
farm machinery and paper are 
still under OPA, 

On the other hand, economists 
feel that decontrol has already 
reached important business cost 
items. Capital goods and machin- 
ery have been mostly decontrolled. 
Silver and aluminum are free. 
Iron ore is to be decontrolled Jan. 
1. Many chemicals and drugs are 
off the controlled list. 

As OPA called a halt on decon- 
trolling, Mr. Porter was mindful 
that twice within a few hours, the 
White House had overruled his 
agency and ordered products which 
are still in bad supply removed 
from the controlled list. 

The more important instance in- 
volved shoes. Another was a 
penalty pricing provision in a 
clothing order removed in hopes 


Director of Advertising 
Available 


Has exceptional record in planning 
and directing advertising and sales 
promotional work in coordination with 
sales operations. Familiar with all ad- 
vertising media, market analysis, copy 
testing, new product introduction, 
sales training, dealer promotion. 


Formerly advertising manager of cor- 
poration in appliance field with an- 
nual sales volume of over $25,000,000. 
Interested in position with manufac- 
turer of industrial or consumer prod- 
ucts seeking a seasoned executive who 
can organize his department for re- 
sults. Write 


Box 6603, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


GOOD COPY 
WANTED 


Growing agency in large midwestern 
city needs capable young man experi- 
enced in writing good live copy on 
industrial accounts. Technical knowl- 
edge of machine tools a definite asset. 
Good opportunity for right man. 
Write fully about yourself, education, 
experience. Confidential, of course. 


Box 6605, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


of ‘steadying the cotton market. 
OPA took the position that the 
White House should issue a list of 
items such as rent, sugar, clothing 
items and certain appliances which 
are to remain controlled so that 
there will be an indication where, 
if anywhere, the line is to be held. 


Firestone Advances 3 
Firestone Tire & Rubber Com- 
pany of Canada, Hamilton, has 
appointed Ernest W. Barbour as 
trade sales manager; Stephen F. 


ee: 7 
6 o hs wv 


Palmer as manager of manufac- 
turer’s sales, and John W. Fortner 
as manager of Firestone dealers’ 
stores merchandising division. All 
three have been associated with 
Firestone for a number of years. 


McCredie Joins Mandel’s 

Quintin E. McCredie has re- 
signed as advertising and publicity 
director of W. L. Stensgaard & 
Associates, Chicago, to become 
manager of advertising production 
of the retail division of Mandel 
Brothers, Chicago. 


Maddox Manages KRIC 


Ralph Maddox,. formerly pro- 
gram director of Station WFAA, 
Dallas, and Station KGKO, Fort 
Worth, has been appointed man- 
ager of Station KRIC, Beaumont, 
Tex. Hal Thompson has_ been 
named to succeed Mr. Maddox. 


Increases Ad Rates 


Effective February, 1947, New 
World, Toronto, picture magazine 
published in English and French, 
will increase its basic page rate 


; 57 


from $1,100 to $1,250, with a net 
paid circulation of 225,000 to 250,- 
000, effective with the February 
issue. 


HOTOGRAPHIG J 
SCREEN PROCESS 


€ HALKER...., LIMA. 


‘TAKE A GOOD LOOK AT SEATTLE! Here is a al asi 
ture of “market opportunity.” Seattle is BIG. It now ranks 


VISIT SEATTLE. See for yourself whet an important, easy- 
to-sell market Seattle is a The BIG newspaper in Seattle 


===] The Seattle Times ===) 
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Agency Promotes Three 


Karl Knipe, television director, 
and Herbert A. Thompson and 
Charles K. Elliott, account execu- 
tives, have been elected vice-presi- 
dents of Anderson, Davis & Platte, 
New York. 


Crum Joins Phil Gordon 


Howard A. Crum, formerly with 


Foote, Cone & Belding, Chicago, | 
has been named copy director of | 


Phil Gordon Agency, Chicago. 


“the Business Man's ] 
Department Store" 


is his local stationery and office 
supplies store. 


For information on this 
field ask for new “Bulls- 
Eye” folder. 


250 Sth Ave., New York 1 
nn ae 


| 


Step Up Campaign 
for Safe Motoring 


New YorK—The Advertising 
Council is mailing to every daily 
newspaper in the country proofs 
of a 600-line advertisement, pre- 
pared for local sponsorship by 
Foote, Cone & Belding, volunteer 
agency working on the National 
Safety Council’s campaign de- 
signed to reduce the nationwide 
accident toll. 

Illustrations which portray 
chance-taking drivers and pedes- 
trians appear over copy which is 
designed to test the readers’ driv- 
ing skill. The National Safety 
Council’s “green cross’ emblem 
is included to identify the copy 
as an official public service mes- 
sage prepared by the Advertising 
Council. 


Traffic Deaths Up 50% 
According to Safety Council 
figures, traffic deaths during win- 


ter months are 50% higher per 
mile of driving than during the 


rest of the year. The group re- 
ports as many as 30% of all traffic 
accidents occur when road sur- 
faces are covered with ice or 
snow. 


MARINES ACKNOWLEDGE 
ADVERTISING SUPPORT 

New YorK—Gen. A. A. Vander- 
grift, commandant of the Marine 
Corps, in a letter to T. S. Repplier, 
president of the Advertising Coun- 
cil, has paid tribute to national 
and local advertisers and adver- 
tising media who, cooperating with 
the council, have contributed space 
and time in behalf of the seven 
Marine Corps recruiting drives. 
The campaign is aimed at increas- 
ing volunteer enlistments by ap- 
proximately 20,000 in order to 
bring the regular corps up to 
100,000 men. 

General Vandergrift mentioned 
specifically the placing of 2,000 
outdoor posters and more than 
18,000 car cards, as well as an- 
nouncements on radio programs 
during the weeks of July 29 and 
Sept. 2. 


ELKS buy 
the best 
they can afford 


—and they can afford the best! 


An Elk is a man who earns a great deal more 
money each year than the average American. 
That’s why he buys the better things in life for 
himself and his family. He can afford to. 


He’s either in business for himself (51.1% are), 
or he’s a professional man (16.6% are), or he’s one 
of the 15.3% of the Elks who are employed key 
business executives. 


The way an Elk lives reflects his higher income. 
He probably owns his own home — 60.4% of all 
800,000 Elks do. He owns his own car — 85% of 
the Elks do. And he spends a considerable amount 
of time and money enjoying his leisure; 56% of the 
Elks fish regularly, and another 41% hunt. 


In an Elk household, the niceties of life are as 
much a part of daily living — as are the necessities 


of life. 


If you have something to sell to these important 
men with money—men who know how to live 
well— The Elks Magazine should carry your 
selling message. 
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TOAST NEWSPAPER NET—Participants at a "presentation" dinner of American 

Newspaper Advertising Network in New York recently included, left to right: 

Arthur Hurd, J. Walter Thompson Co.; Oliver M. Presbrey, ANAN, and Daniel J. 
Pykett, Kudner Agency. 


ANPA Members Donate 
Space to Ad Bureau 


Member newspapers of the 
American Newspaper Publishers 
Association are contributing space 
to the Bureau of Advertising of 
the ANPA for an ad stressing the 
data the bureau can supply to ad- 
vertisers. 

Captioned “Bureau of Advertis- 
ing (ANPA) has quick, specific 
answers to thousands of market 


and media questions,” the copy 
stresses the new county-by-county 
data service which the bureau has 
inaugurated. In New York the ad 
was used by the Wall Street Jour- 
nal on Nov. 1 and is scheduled for 
the Sun at a later date. 


Joins Huff & Henderson 

Joann Simpson has joined Huff 
& Henderson Agency, Dallas, as 
copywriter. 


_— 


PALL RAVER 


A “High Spot” Market in 


IVDUSTRIAL 
VEW ENGLAND 


273 diversified manufacturing firms make possible an annual 
payroll exceeding $75,000,000.00 


RIVER HERALD-NEWS 


FALL RIVER, MASSACHUSETTS 
Represented Nationally by KELLY-SMITH CO. 


| New York Philadelphia Chicago Detroit Boston Atlanta San Francisco 


rt 


We seek a top-flight executive to direct advertising, mer- 
chandising, sales promotion and public relations. Help 
will be given the successful applicant in finding a home 
in Fort Wayne. Salary open. Only written applications 
will be considered. All information held in strictest con- 
fidence. Mail full detailed presentation enclosing photo- 
graph to The Magnavox Company, Fort Wayne 4, Indiana. 


ADVERTISING DIRECTOR 
wanted by 
The Magnavox Company 


Licuutueturers of Fine Radio-Phonographs 
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Factory-Built 
Home Project 
Hits New Snags 


WAA, RFC Refuse 
to Endorse Wyatt 
Housing Plans 


WASHINGTON — Housing Chief 
Wilson Wyatt’s plans for mass 
output of factory-built homes ran 
into more than its share of snags 
this week, with opposition within 


the government, industry hostility |} 


and a developing aluminum short- 
age allcontributing toward a head- 
ache. 


Within the government itself, 


both War Assets Administration |; 


and RFC refused to take instruc- 
tions from Mr. Wyatt to equip and 


al 
finance new firms which are to 


mass produce homes from uncon- 
ventional building materials. 
Asserting it did not consider the 
risk “sound or reasonable,’ RFC 
turned down loans to three small 
prefabricators and to the huge 


pounds of aluminum for housing 
in 1947. 

Pointing out that this is a third 
of the estimated supply, the indus- 
try proposed a three-way agree- 
ment enabling U. S. rolling mills 
to “borrow” ingots stored in Can- 
ada for shipment to Great Britain 
late next year. 


Other Production Gains 


Other than in prefabs, figures on 
production of materials and hous- 
ing were improving with over-all 
output of 16 materials in August 
at 158.6 on the index compared 
with 146.2 in July and 132.3 in 


1941. Though many materials 
were spectacularly above the 1941 
level, the physical volume of ac- 
tual construction remained handi- 
capped by bottlenecks such as cast 
iron radiators, lavatories, water 
closets and rigid steel conduit, all 
far below index figures for 1941. 
In his latest progress report Mr. 
Wyatt said that more new perma- 
nent homes and apartments were 
started in nine months of 1946 
than in the full 12 months of 15 of 
the past 17 years. In all, 808,700 
dwellings were started under the 
program, including 522,400 new 
permanent homes and apartments. 


Nearly 80,000 dwelling units, 25% 
more than in August, were com- 
pleted in September. 


Canada Ads Up in Sept. 
Canadian Daily Newspapers As- 
sociation, Toronto, has issued a re- 
port which shows that daily news- 
paper advertising during Sep- 
tember, 1946, was up 15.7% over 
the same month last year. Na- 
tional advertising was up 13.9%, 
classified 33.1% and local adver- 
tising 11.3%. During the nine 
months period ending Sept. 30, 
1946, daily newspaper advertising 
showed an increase of 13.1% over 
the corresponding period of 1945. 


59 
Promotes Giftickets 


Young’s Hat Stores, a chain of 
26 stores in greater New York, 
will schedule newspapers, radio, 
outdoor posters and direct mail to 
promote Christmas Giftickets. 
Hirshon-Garfield, New York, is 
the agency. 


ALMANACS! CALENDARS! | 


(Used Daily Throughout the Year) 


od YOUR OWN ADVERTISING oer 
We supply complete copy for U. S. and 
Forei ountries — Astronomical and 
Astrological Data, Weather 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Forecasts, 


Penn Yan, New York 


Lustron project, which is supposed |! - 


to produce up to 400 enameled 
steel homes a day in the Dodge- 
Chrysler plant in Chicago (AA, 
Nov. 4). 


Seeks Compromise 


While Mr. Wyatt still sought to 
convince RFC that it should let 
Lustron have $52,000,000, he was 
reported to be seeking a compro- 
mise between the firm and the 
Tucker Automobile Corporation, 
which had already leased the 
Dodge plant from War Assets. 

Under the compromise, Mr. 
Wyatt hopes to establish Lustron 
in Chicago and to move Tucker to 
an Ohio air factory, where it re- 
portedly would be closer to tools 
and other machinery needed for 
the rear-engine car. 

He argued that RFC _ should 
waive normal equity and capital 
ratio basis in considering the loan 


to Lustron because the government | 


had made “many” 100% and 90% 
loans during the war. 


Says Lustron Risk Heavy 


To RFC’s charge that Lustron is 
investing only $36,000, Mr. Wyatt 
contended it risked, in addition, 
“hundreds of thousands of dollars 
in experimental and development 
work and in tools and dies, and 
what may amount to millions in 
patent rights.” 

Meanwhile the program for fac- 
tory-built homes—a new industry, 
as Mr. Wyatt sees it—dragged at 
an output level of only 3,500 units 
in September, most of them the 
conventional frame prewar fac- 
tory-built home. 

A “guaranteed market” contract 
to three new firms—Homeola Cor- 
poration, Chicago; William Har- 
mon Corporation, Philadelphia, 
and American Fabricators, Inc., 
Louisville—aroused hostility of 
the Prefabricated Home Manufac- 
turers Institute, which insisted 
that conventional fabricators 
would have a considerably better 
record if Mr. Wyatt would provide 
them with materials such as nails. 


Huge Production Hoped For 


Though the three “guaranteed” 
market contracts are for 36,900 
new type homes, they represent 
only a fraction of the output of 
prefabs contemplated by Mr. 
Wyatt when aircraft plants and 
others enter the field. 

While there had been no an- 
nouncement of the progress of 
financial 


ing Administration goes through | 
with plans to use 400,000, 000 | 


and engineering talks| @ 
with the aircraft plants, the alumi- 
num industry is warning the gov-| 
ernment that there will be a genu- | 
ine shortage if the National Hous-| § 


a 
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Millonos a 


He knows the route, stops at the right places, waits 
for the driver to deliver, starts off again, makes 
the milkman’s life a lot easier... Habit exemplified. 


The typical newspaper reader, like the milkman‘s : 
horse, gets the same paper, follows his. accustomed 
route through it. The newspaper is an acquired habit : 
...& Valuable habit that assures the advertiser of a 
definite audience every day in a definite place. 

Some habits are easy to form, others not... but 


: . most are hard to break, in the man or in the mass... 


& 


= and none harder than a newspaper habit! ' 
Ask any circulation manager. 


Five years ago there was a definite demand in 
Chicago for another newspaper, and the Chicago Sun 
was started to meet that demand...But the knowledge 
of what people don't like is not a recipe for what 
they will like. A new newspaper competes with old 
habit, fixed tastes, experienced organization...requires 
difficult new routines by both readers and publishers. 

The everlasting wonder is not that The Sun 
hasn't more circulation.,.but has as much as it has! 
That in less than five years, a new reading habit has 
been formed that amounts to more than one-third 
of a million citculation—for a paper priced at five 
cents! That the habit has been strong and steady 
enough to make The Sun an advertising medium 
productive enough to merit 11,000,000 lines in 1945... 
second medium among Chicago department stores, 
and a frequent first in response. 

Wanted to start with...holding the respect and 
confidence of so large a group of readers by 
conviction as well as choice... The Sun is an extra 
resultful medium, And while the Sun circulation 
does not reach all of the Chicago market...no 
advertiser reaches all of the market—or the best 
brains and buying power in it—without The Sun! 


CHE CHICAGO BUN. 


400 West Madison St., Chiceco 6, TL 
250 Park Avenue, New York 17, N. Y. 


National Representatives; The Bran 1am Company 
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Appoints Peterson, 
Keenan and Eickelberg 


Tom Peterson, manager of the 
Chicago office of Taylor-Howe- 
Snowden Radio Sales, has been 
appointed assistant general man- 

..ager. 

Keenan and Ejickeiberg, a part- 
nership, with Wilbur Ejickelberg 
in charge of the Los Angeles of- 
fice, and Hubbard Keenan in 
charge of the San Francisco office, 
has taken over the representation 
of Taylor-Howe-Snowden radio 
stations. 


Cohan Agency Moves 


The Arnold Cohan Corporation, 
New York advertising agency, has 
moved to larger office space at 
1860 Broadway. 


Ne. | Publication fet, Detoiled | 


in a No. ( Market | re MAexer 
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Three Name Caples; 
Schwietzer Joins Statf 


Caples Company, New York, has 
been named to handle the adver- 
tising of the American Society of 
Travel Agents, United States News 
Publishing Corporation and Lykes 
Bros. Steamship Company. 

Alvin Schwietzer, formerly with 
Needham & Grohman, has been 


appointed art director of the 
agency. 
Educator Aids Decca 


Dr. Remsen duBois Bird, presi- 
dent of Occidental College in Los 
Angeles for 25 years and former 
president of the Association of 
American Colleges, has been ap- 
pointed educational consultant to 
Decca Records. 


Prints Boat Show Issue 


Motor Boating, New York, has 
announced that its January issue 
will be the Annual Show Number 
and will be in circulation simul- 
taneously with the opening of the 
National Motor Boat show in New 
York on Jan. 10. This is the first 
show since 1941. 


RCA Breaks First 
Video Campaign 
in Five Markets 


Dealer Tie-in Copy 
Supports 'T-Day’; 
Public Reaction 'Good' 


CAMDEN, N. J.—RCA Victor be- 
came the first major manufacturer 
to hit the postwar television mar- 
ket when it placed receivers on 
sale in six localities and broke 
full pages this week in newspapers 
of five cities, along with com- 
panion ads by local stores. RCA’s 
ads were the opening gun in a 
two-month, year-end campaign. 

At the same time RCA an- 
nounced full details of an “owner 
policy” plan under which buyers 
of video sets will receive installa- 
tion, maintenance and parts re- 
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IN AMERICA’S 


MOST FABULOUS MARKET 


People in Southern California make money in the grand 


manner and spend it lavishly. Industrial payrolls amounted 
to $903,000,000 in 1945 while the per capita income 
totalled $1218 as compared to $847 for the nation. No 


wonder Southern California is a golden sales 


magnet and the fastest growing, most re- 


sponsive market in America! 


LOS ANGELES 
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Represented Nationally by Hearst Advertising Service 


yet 
73.8% 
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The Los Angeles Examiner 
grows faster than its market 
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FIRST TELEVISION RETAIL COPY—First retail copy to be run for television 
receivers placed by RCA Victor in five major markets. RCA Victor reported 
that public interest ran high, urged dealers to undersell rather than oversell 
the sets. Dealers who ran tie-in copy prepared and paid for their own space. 


placement service for a full year 
at a flat fee—$50 in the case of 
the initial, 10-inch sight-and- 
sound model. 

The first two models to be 
placed on the market are both 
table affairs and are priced at 
$225 and $350. In addition to 
these, RCA expects to put two 
console models, priced at $750 and 
$1,250, on the market shortly after 
Jan, 1. 


Roto Copy Scheduled 


Subsequent copy for the re- 
ceivers will be full-color, full 
pages in rotogravure sections of 
Sunday papers scheduled through 
November and December. J. D. 
Cathcart, RCA Victor home in- 
strument advertising manager, 
said that newspaper use offered 
coverage in the exact areas served 
by television. When video be- 
comes a national service, national 
advertising media may be em- 
ployed, he said. 

The copy broke in Albany, Chi- 
cago, Newark, New York and 
Philadelphia, climaxing a five- 
week teaser campaign. Public re- 
action was reported good by deal- 
ers who at their own expense 
placed copy along with RCA’s. Not 
unexpectedly, there was more de- 
mand than supply, but dealers, 
at RCA’s suggestion, soft-pedaled 
any stampede of orders due to 
uncertain production. 

The new RCA receivers went on 
sale in part of Connecticut as well 
as in the five cities where the ads 
broke. 

About 100 sets for demonstra- 
tion were delivered to dealers in 
the Chicago area, although none 
of these was offered for sale. No 
dealer was allowed to advertise 
the sets without first having re- 
ceived his franchise from RCA. 
Chicago dealers reported that they 
were ‘well satisfied’ with the 
promotion. Actual number of sales 
‘was not disclosed. 


Synchronizer Featured 


RCA ran full-page copy (2,480 
lines) in the Nov. 3 Chicago Trib- 
une, while local dealers placed an 
additional 8,000 lines in tie-in ad- 
vertising. Dealers prepared and 
placed their own copy. 

In New York, 400,000 persons 
saw the receivers in operation in 
retail outlets, including depart- 


resentative said. 

The set features RCA’s “eye 
witness picture synchronizer,” an 
exclusive device which automati- 
cally locks the set in tune with 
the sending station. The page an- 
nouncements chronicled the RCA 
teleceivers as having “many fea- 
tures no other sets have! Brighter, 
clearer, locked-in-tune pictures! 
An _ all-13-channel station finder 
that works as easily as push-but- 
ton tuning! The Golden Throat 
tone-system through which you 
hear television sound in all its 
clear, static-free beauty.” 

RCA stressed its owner-policy 
program, which calls for replace- 
ment of the picture tube if neces- 
sary during the first year, and 
also guarantees changes, if neces- 
sary, in the directional antenna 
to receive new stations as they 
come on the air. 

An RCA spokesman said that 
the owner-policy is of vital inter- 
est to the company, in guarantee- 
ing satisfactory performance for 
a full year on the first sets. Said 
he, “Thus, each satisfied user will 
go around selling RCA Victor 
television like mad.” 

As part of its promotion of 
“T-Day,”’ the day the receivers 
appeared on the market RCA 
sponsored a special half-hour show 
over NBC’s WNBT, New York, 
featuring Jinx Falkenburg and 
Tex McCrary, Robert Merrill and 
others. 

J. Walter Thompson Company is 
the agency handling the campaign. 


Appoints English 

Everett W. English, formerly as- 
sistant marine superintendent with 
the Newtex Steamship Corpora- 
tion, has joined the sales staff of 
Ask Mr. Foster Travel Service, 
New York. The first of the year 
he will be transferred to Chicago 
to represent the company in the 
Midwest. 


Newspaper Group Elects 


Tom Foley of West-Holliday has 
been elected president of the Los 
Angeles chapter of the Newspaper 
Representatives Association for 
the 1946-47 term. William D. 
Cannon, O’Mara & Ormsbee, has 
been named vice-president, and 
Clark Briggs of Paul Block & As- 
sociates, secretary-treasurer. Mau- 
rice Heaton, retiring president was 


ment stores, an RCA factory rep- 


elected a director. 
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Regisiration’s No Fun 
for Confused Lobbyists 
WASHINGTON—Until they decide 


whether to register as lobbyists, | 


experienced trade association and | 
public relations executives are 
watching their step lest they be- 
come involved in activities which 
can be classified as “influencing 
legislation.” 

Since the scope of the legisla- 
tion is so broad that few, if any, 
really understand it, it is felt here 


that small registration to date is|7 
no true measure of the number |! 


who, because of bulletins they is- 
sue, or correspondence with mem- 
bers of Congress, will play safe 
when Congress reassembles. 

A cumbersome process, registra- 
tion is not fun. Ivy Lee & T. J. 
Ross, as lobbyists for the U. S.- 
Cuban Sugar Council, were 
obliged, for example, to report a 
$15,000 fee, an extra $8,000 for a 
secretary, and item breakdown of 
$3,410.35—nine months’ out-of- 
pocket expenses—down to 59 cents 
for delivery of a press release. 

Uncertainty is 
Paul Hadlick, counsei for the Na- 
tional Oil Marketers Association, 
who feared he might tread an area 
reserved for registered lobbyists 
if he filed a statement with the 
staff of the House small business 
monopoly subcommittee. Though 
he could testify before the com- 
mittee itself, Mr. Hadlick ques- 
tioned whether immunity extends 
to informal contacts with the staff 
or committee members. 


* * * 


October’s “Monthly Labor Re- 
view” of the Bureau of Labor Sta- 
tistics—just out—reports that aver- 
age annual wages in seven major 
industry groups in the South were 
up 77% between 1939 and 1944 


illustrated by | J 


compared with 69% elsewhere 
($1,016 to $1,798 in the South; | 
$1,360 to $2,302 elsewhere). 

However, between August, 1939, | 
and June, 1946, consumer goods | 
and services prices advanced more | 
rapidly in 7 out of 10 southern | 
cities than in the average of 34 | 
large cities charted by BLS. The | 
survey shows as many as 300,000 | 
persons leaving the South during | 
each war year, as well as heavy | 
exodus from southern rural to| 
southern industrial communities. | 


* * * 


Petroleum refiners, short of lead 
for high octane fuels, threaten to 
storm the State Department until 
they learn why Britain has enough 
lead to make toy soldiers for the 
export trade. Under international 
agreements, the U. S. stays out of 
Australian markets, the biggest 


prewar lead source. 


were 


“Not yet, Jake 
WFDF Flint this week.” 


on 


Petroleum . 


By STANLEY E. COHEN, Washington Editor. 


| people feel it is time a free mar- 
ket was reestablished. 


%* * cy 


an Census Bureau is to go ahead 

ith Censuses of Manufactures | 
oan Business covering 1947, the 
project must first be “sold” to ‘John | 
Taber, who presumably is to be 
chairman of the appropriations 
committee when the GOP reorgan- 
izes the House. A stubborn op- 
ponent of census work in the past, 
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BRIGHTER than eeon! 
BETTER than neon! 
COSTS A FRACTION of neon! 


For All Types of Manufactured Products 
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The display that has 
everything . . . eye 
appeal, sales appeal, 
value appeal. 


OHIO ADVERTISING 
DISPLAY CO. 


TELL US YOUR 
REQUIREMENTS ... 


copy, color scheme, style 
lettering, etc. Sketches 
and ideas submitted with- 
out charge or obligation. 
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the upstate New Yorker will be 
out to make good on Republican 
promises to clip federal spending 
by $10 billion. 

* % * 

Supposedly the special commit- 
tee under W. Houston Kenyon Jr., 
which has studied the patent sys- 
|tem for the past 18 months, will 
have recommendations ready when 
the 80th Congress assembles, but 
there is already a call for further 
investigation. Officials of 14 pat- 
ent law associations have asked 
Commerce Secretary W. Averell 
| Har riman for a study of “the long 
/range needs of the Patent Office in 
our expanding economy.” 

* * * 

With $11.3 billion of goods and 
property still on its hands, and an- 
other $12.5 billion to come, War 


1216 Jackson St., Cincinnati 10, Ohio 


Assets Administration is already | 
predicting that its sales job will be | 


harder from now on. The $2.1 bil- 
lion which it shows from prop- 
erty originally acquired for $5.3 
billion reflects sale of short supply 
items, WAA admits in its latest 
quarterly report. 

ok oo * 

The household dye _ industry’s 
trade practice conference, which 
was to set a pattern for the new 
program eliminating “bad business 
habits” by cooperative rather than 
punitive measures, had to be post- 
poned until Nov. 18. Date was 
changed when Commissioner Low- 
ell Mason, FTC’s trade practice 
conference exponent, took ill. 


us bo & 


The crash of the cotton market 


61 


will make it easier for CPA to 
make up its mind to end elaborate 
controls designed to force produc- 
tion of low-price clothing. Con- 
sultants report a buyer’s market 
developing as a result of cautious 
ordering for 1947. Though all 
style restrictions are now off, they 
feel mills are no longer interested 
in luxury lines at the expense of 
staples. 


THE LI weerT SHOP, Inc. 


431 S. Dearborn St., Chicago 5, Hlinois 
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NAME 


DEPARTMENT 


of the year! 


It took an entire year to 
plan, manufacture and 
produce this sensation- 
al display . . . Precision 
built — priced at a 
fraction of neon. 


WRITE NOW—for 
full particulars. 


This Electrical Display 
available with Hanging 
Bracket—single or dov- 
ble faced. 
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Opens PR Office 


William V. Humphrey, formerly 
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EE oe ee 


Electric Wheel to Mace 


Mace Advertising Agency, Pe- 


a partner in Tulane Associates,|oria, Ill., has been appointed to 
has opened William V. Humphrey | handle the advertising of the in- 
& Associates, public relations, 26 dustrial division of Electric Wheel 
E. Huron St., Chicago. Associated | Company, 


with him is James G. Hildebrand, | Jan. 1. 


Quincy, Ill, effective 


The agency has been han- 


formerly with William R. Harshe,| dling the company’s agricultural 
'division for a number of years. 


Chicago. 


53% Above the 
U.S. Average... 


a isliiliil va 


Worcester residents bought much more in 1945 from gro- 


cery stores, meat markets and delicatessens than they did in 
1940 —78% more. Their 1945 purchases of $44,431,000 
represented $228 per person, 53% higher than the nation- 
al average of $149 and 18% above the Massachusetts 
average of $193. Worcester’s food purchases reflect the 


high wages and active buying habits in this market’s 500 


different industries. This boon to the advertiser is all yours 


in the Worcester Telegram-Gazette, with a daily circulation 
in excess of 135,000 and over 95,000 Sunday. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 
GEORGE F BooTH Pubsher- os 


| PAUL BLOCK amd ASSOCIATES, NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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AMERICAN BROADCASTING COMPANY 


THE NEWS-AGE-HERALD STATION 
a Represented Nationally by Headley-Reed 


for Lagging Sales 


Combine these three factors and you see why 
WSGN produces such outstanding sales results 
... To dominate this rich market always buy 


Alabama's leading station — WSGN 
ALABAMA’S BEST BUY FAR! 


General Mills’ 
Magic Campaign 
Revives Odd Field 


Fun, Inc.'s Head 
Recounts History 
of Magic Premiums 


MINNEAPOLIS—The first major 
use of magic in national advertis- 
ing since the beginning of the war 
starts Nov. 10 when General Mills 
advertises a magic set containing 
10 apparatus tricks. The self- 
liquidating premium promotes the 
Betty Crocker Better Breakfast 
Tray of cold cereals. 

Advertisements will appear in 
the Metro group of newspaper 
comic sections, to be followed a 
week later by an ad in Puck—the 
Comic Weekly and in a list of 
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newspapers. The contest closes 
Dec. 10. 

The magic set is assembled in 
a small cardboard carton and will 
be mailed upon receipt of 15 cents 
and proof of purchase. The ap- 
paratus includes parts made of 
wood, plastic, metal and card- 
board. All equipment necessary 
for the 10 tricks is included, as 
well as a 12-page folder of in- 
structions with cartoon illustra- 
tions. It is the first boxed magic 
set to be used on a national scale 
as a self-liquidating premium. 


Traub Tells History 


The item was developed by J. S. 
Traub, president of Fun, Inc., Chi- 
cago, manufacturer of the pre- 
mium, in response to a request 
from Dancer - Fitzgerald - Sample, 
agency handling the account. 
Elmer W. Kurtz, with General 
Mills’ advertising promotion de- 
partment, carefully checked and 
surveyed consumer response and 
ordered the sets. 

Mr. Traub, a former magician 


widely known in professional con- 
juring circles as Stuart Jules, 
recalled the most intensive previ- 
ous campaign, in 1933, when R. J. 
Reynolds Tobacco Company based 
a series of Camel cigaret ads on 
the slogan, “It’s fun to be fooled, 
it’s more fun to know.” Each ad 
described the working of a magic 
trick. 

In addition to the ads, a 36-page 
book called “The Magician’s 
Handy Book of Cigaret Tricks” 
was widely distributed as a pre- 
mium. The Camel campaign, Mr. 
Traub recalled, was similar to an 
earlier series of ads by Liggett & 
Myers Tobacco Company. That 
series pictured optical illusions 
tying in with Chesterfield cigarets 
under the slogan, “Your eyes may 
deceive you, but your taste tells 
the truth.” 


Cites Frigidaire Use 


One of the earliest uses of a 
magic instruction book in adver- 
tising promotion, according to Mr. 
Traub, was in 1931, when Life 
Savers, Inc., offered in exchange 


ee 
I. happiness is of a retired nature, and an 


enemy to pomp and noise: it arises, in the first place, from 


the enjoyment of one’s self; and, in the next, from the 


friendship and conversation of a few select companions.”’ 


—JOSEPH ADDISON, 
The Spectator, No. 15, March 17, 1711. 


Uncertain and haphazard methods of storing pat- 


tern plates lead to inefficiency and delay; orderly 


at P & A is a pattern department that functions 
well. Clean, neat, and adequately equipped with 
numbered racks and shelves, it has a capacity of 
125,000 plates. A complete index record includes 
a card for each pattern filed. And an able, serious 
man is in charge—one who is “cranky” over the 


smooth functioning of his department. * Customers 


filing is a means to better and faster service. * Here 


of P & A appreciate this service, for they are cer- 


tain their patterns are filed properly—certain they 


are in good care. 


PARTRIDGE & ANDERSON COMPANY 


TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS » STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
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Woadertu! rrickes 


and iilusiens / 


BE YOUR OWN PRESTIDIGITATOR—General Mills, for its Better Breakfast 
Tray, is using this ad in the first postwar promotion of a set of magic tricks. 
Dancer-Fitzgerald-Sample, Chicago, handles the account. 


for proof of purchase (five out- 
side wrappers of Life Savers) the 
“Life Savers Book - O - Magic.” 
(The “O” in the title was a pic- 
ture of a Life Saver.) The 36- 
page book carried the sub-title, 
“For holesome _ entertainment.” 
Simple magic tricks using Life 
Savers and items around the home 
were described in the text. 

Similar books were distributed 
by Seagram Distillers Corporation 
in 1934, and by Frigidaire divi- 
sion of General Motors Corpora- 
tion in 1940, Mr. Traub recalled. 
Seagram issued two books, “Fun 
at Cocktail Time” and “More Fun 
at Cocktail Time,” each containing 
magic instructions interspersed 
with cocktail recipes. The Frig- 
idaire book, “Magic for Every- 
one,” mixed the tricks with kit- 
chen tips for housewives. 

The use of magic apparatus, 
rather than booklets, was also 
widespread in the ’30s, he con- 
tinued. Pebeco, for its toothpaste, 
sponsored the “Eddie Cantor 
Magic Club” on the radio, dis- 
tributing numerous magic tricks 
as well as the “Eddie Cantor Book 
of Magic.” This book, and the 
two Seagram books previously 
mentioned, were the brain chil- 


Fertile farms make fertile markets 
for your products in the rich area 
served by WRRF, Eastern North 
Carolina’s regional station. This 
area is the heart of the Bright 
Leaf Tobacco Belt. Last year’s 
crop sold for $175,000,000.00. 


WRRE is recognized as the 
regional station in this rich agri- 
cultural belt, and the 67,000 radio 
homes depend upon it to bring 
them their favorite national pro- 
grams via the ABC Network. 


Consistent advertising on 
WRREF brings results. Your adver- 
tising dollar will bring returns in 
this ‘‘as good as gold’’ market. 
Write us for details today. 


ABC NETWORK 


“TAR HEEL 


BROADCASTING SYSTEM 
Washington, North Carolina 
National Radio Representatives 
FORJOE & CO. 

New York . Chicago 

Los Angeles 


dren of Julien J. Proskauer, presi- 
dent of William C. Popper & Co., 
New York printing house, and well 
known author of books on magic 
and kindred arts. Beech-Nut coffee 
sponsored a similar radio pro- 
gram, “Chandu the Magician.” 
Tricks were mailed upon request 
and for proof of purchase—some 
of the tricks requiring money, 


others being mailed free. 

A somewhat different use of 
magic premiums was made by the 
Swift & Co. radio show featuring 
Thurston, the magician. The tricks 
were described on the air, but 
distributed free of charge at the 
point of sale. Robert Sherman, a 
retired professional magician and 
manufacturer of magical appa- 


ratus, developed the Thurston 
items. 
Thompson Chocolate Malted 


Milk also used a series of trick 
premiums created by Sherman. 
They were packaged in small cloth 
bags. Morton’s salt distributed a 
three-page cardboard folder, par- 
tially die-cut so cardboard sec- 
tions could be pushed out and 
assembled to make magic ap- 
paratus. 

Shortly before the war, Mr. 
Traub asserted, the use of magic 
premiums went into an eclipse, 
largely because of shortages of 
paper and other materials. How- 
ever, he records, the popularity of 
magic continued to increase 


throughout the war, and magic 
manufacturers are now doing un- 
precedented business in juvenile 
trade. 

Mr. Traub retired from profes- 
sional magic in 1936 to enter ad- 
vertising and merchandising fields, 
forming his own company, Fun, 
Inc., in 1941. The company did 
not become active until the close 
of the war. It now manufactures 
a retail line of magic, puzzles, 
tricks and “pranks,” and has de- 
signed numerous promotional pre- 
miums in the trick field. 


Gardner Handles Research 


Working with Mr. Traub, as 
director of research and _ public 
relations, is Martin Gardner, for- 
mer publicity writer for the Uni- 
versity of Chicago, and author of 
several books on magic and 
puzzles. 

“We defy anyone to bring us 
a product that we cannot tie in— 
either the product itself, package 
or trademark—as an essential in- 
gredient in a fascinating trick or 
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puzzle that can be distributed for 
a few pennies,” Mr. Traub told 
AA. 


Ends Medicinal Ads 


All medicinal advertising will 
be discontinued after Jan. 1 in the 
Woodmen of the World Magazine, 
published monthly by the Wood- 
men of the World Life Insurance 
Society, Omaha. 
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Planned Distribution 


The Plain Dealer is Enough 
—if You Use it Enough 


Obviously no one would be so foolish! Yet, many 


concerns have failed because their management 
operated without specific knowledge of where 
their customers were located ... a warning that 
it doesn’t pay to guess at your market. 


The unusual service offered by the Plain Dealer 


The P. D. 2-in-] market (Greater 


Cleveland plus the 26 adjacent 
counties) gives you Ohio’s two 


richest markets at one low cost. 


o CLENYLAND De 


Market Survey department eliminates the guess work 
from your sales program in the Cleveland market. 
It tells you where the best customers for your 
product are located, how much they will potentially 
spend and the relative sales you may expect. Call 
or write a Plain Dealer representative for an 


appointment to receive this individualized service. 


ae 


yh DEALER, 


CLEVELAND 


SPLAIN DEALE 


Clevelands Home Newspaper 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 
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‘Life’ Names Thorndike |editor, working closely with me.” 
M ° . He “will continue to devote the 
anaging Editor | greater part of his time to a num- 
Joseph J. Thorndike Jr. has|ber of important projects which 
been named managing editor of |Life is about to undertake.” A 
Life, Henry R. Luce, editor-in- | spokesman for Time, Inc., told AA 
chief, announced last week. Mr./|that the projects involve Life and 
Thorndike, who was the second/do not anticipate a new publica- 
man assigned to Life in its ex- tion. 
prone stages, succeeds Daniel | — 
ongwell. : 
Mr. Luce stated that Mr. Long- | Fisher Body Ups Ante 
well “will become in effect deputy | for Craftsmen’s Guild 


| The Fisher Body Craftsmen’s 
|Guild, Detroit, has announced its 
i/model car and model Napoleonic 
coach competition in which youth- 
iful craftsmen throughout’ the 
{country will compete for eight 
|university scholarships and 1,176 
|ecash prizes aggregating $85,000. 
The amount of money being 
offered has been increased by 
$10,000 over the 1946 competi- 
|tions. Kudner Agency, New York, 
handles Fisher Body advertising. 


L. P. Hicks Moves 


Offices of Livingstone Porter 
Hicks, merchandising and adver- 
tising counselor, have been moved 
to 808 Transportation building, 
Detroit 26. 
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Bill Griffith, born of a pioneer Kan- 
sas family, received his B. A. in 
Journalism from Kansas University. 


‘Ee Early Bird Gets the... 


News! That’s Bill Griffith in the Heart of America! 
; When the roosters start crowing at the break of 
dawn, it’s only second nature for farm families (49% 
of the population in KMBC’s service area, you know) 
—and later, metropolitan getter-uppers—to keep in 
4 touch with Bill Griffith for what’s going on in the 
world of news since the night before. 


Bill came to KMBC with a background rich in 
‘ newspaper work. His experience included city editor- 
ship of a metropolitan daily—after years of editorial 
efforts into all phases of newspaper reporting. 


Few radio stations in the business can boast a 
news set-up comparable to that of KMBC. Each man 
is thoroughly qualified, both in experience and in 
educational training—as well as voice. To this can 
be added four-wire services of both Associated and 
United Press Associations! 


KMBC 


OF KANSAS CITY 


Free & Peters, Inc. 
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COMPARISON OF NEWSSTAND SALES — FIRST SIX MONTHS OF 1946 COMPARED TO FIRST SIX MONTHS OF 1945 BASED UPON A. B.C. PUBLISHERS’ STATEMENTS 
16s 1646 Retail 186 1965 Gain  % Gain Li Retail 
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ALL FIGURES ARE COMPILED FROM PUBLISHERS’ 


STATEMENTS TO THE AUDIT BUREAU OF CIRCULATIONS 


HOW NEWSSTAND SALES ARE GOING—Semi-annually, S-M News Co., New York, which distributes the publications shown 


in boldface above as well as several others, runs off a “box score" of newsstand sales, based on ABC statements. This one 


account of subscriptions. 


compares first six months of 1946 with the same period of 1945, and gives an unusually interesting picture of newsstand move- 
ment of magazines. It should be noted that in the "group" field shown at the lower right, while more than half the publica- 
tions show a smaller sale per issue for 1946, the number of issues is substantially increased, so that total sales volume in the 
field is probably substantially above last year. Please note, also, that this chart applies only to newsstand sales and takes no 


Miss Brobeck Appointed 


Florence Brobeck, formerly 
women’s editor of the New York 
|Herald Tribune and The American 
|Weekly and an associate editor of 
McCall’s, has been appointed by 
Film Counselors, New York, to act 


as a consultant on films in the 
women’s and home economics 
fields. 


Finch Elects H. A. Kent 


Herbert A. Kent, president of P. 
| Lorillard Company, New York, has 


been elected a director of Finch 
Telecommunications, Inc., New 
York. Other directors are W. G. 
H. Finch, president of the com- 
pany, Raymond B. Littlefield, Her- 
bert L. Pettey, Frank H. Bottenus, 
and Frank R. Brick Jr. 


Decca Signs for Export 


Decca Records, Inc., New York, 
and Decca Records Ltd., London, 
have signed a contract which will 
enable the American company to 
begin distribution of its record- 


‘turn, records of the British firm 
will be distributed in this country. 
|'The American company’s new ex- 
|port division will be under the 
direction of Hubert Stone, recently 
jarrived from Argentina, where he 
‘was general manager of the Odeon 
| Company. 


Cormier Joins WTAG 


Robert Cormier, formerly in the 
advertising department of the 
Sentinel, Fitchburg, Mass., has 
joined the script department of 


ings on a world-wide basis. In!Station WTAG, Worcester, Mass. 


Hae 


TAMPA TRIBUNE 
* 
| Notionol Representotives 
* 
Sawyer-Ferguson-Walker Co. 


Complete Coverage of Florida's Three Major Markéts and Their Trading Territories 


a 


Preopte make markets... more people in 
Florida have more money to spend than ever 
before ... and more people are settling down 
in Florida every day. 


Florida believes that prosperity can be a per- 
manent way of life for all people...and Florida 
gives all her citizens, old and new, the oppor- 
tunity to dream big dreams, to plan a future 
within broad horizons. 


More people are living, working, playing in 
Florida because they enjoy it... because of 
Florida’s incomparable climate... her sane and 
intensive use of her almost endless natural 
resources... her booming industrial potential... 
her healthy employment situation . . . and her 
amazing diversification of crops and agricultural 
products. These people know that Florida's pro- 
gressive business management, coupled with her 
friendly, enlightened labor supply, is responsible 
for her incréased retail sales, bank deposits, 
postal receipts, industrial and agricultural out- 
put, and, above all, her rapidly mounting pop- 
ulation...a market to be reckoned with now and 
in the months and years to come. 


Tell your story in Florida’s three major markets 
and their tremendous trading territories ... now 
... through the columns of Florida's three great 
morning dailies ... at low cost. 


’ * * 
FLORIDA TIMES-UNION MIAMI HERALD 
Jacksonville * 
Notionol Representotives 


National Representotives é 
Reynolds-Fitzgerald, Inc. Story, vam Finley, Inc. 


. 
Jann and Kelley, Inc., Atlanta A. S. Grant, Atlanta 
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Right at this moment Electronic 


Laboratories, Inc., Indianapolis, 
and the Radio Corporation of 
America are snarling at each other 
by mail over the question of 
which should be entitled to credit 
for development of the infra-red 
War weapons, the snooperscope 
and the sniperscope. 

President W. W. Garstang of 
Electronic Laboratories none too 
gently slapped RCA’s wrist with 
the statement that the only thing 
RCA contributed to the war 
weapons was the electronic tube 
used in the telescope. Whereupon 
RCA snapped back that without 
the tube there would have been 
no sniperscope or snooperscope. 

RCA feels that it developed the 
weapons “in cooperation with the 
U. S. Army,” thus putting Elec- 
tronic Laboratories somewhere in 
the vicinity of the fifth wheel. 

While the spat raged, the I[n- 
dianapolis News timidly tapped 
the Army on the shoulder and in- 
quired “whodunit?” The G. I. 
view gave more credits than a 
screen producer. RCA and Farns- 
worth Radio & Television Corpo- 


ration developed the image tube, | 
it said; Sperry Gyroscope Com- | 
pany and Bell & Howell Com-| 
pany, the telescope; Polaroid Cor- | 


poration, infra-red filters; Hall 
Lamp Company, light source; Wil- 


lard Storage Battery Company, | 


batteries. Electronic Laboratories 
was credited with the power-pack 
and final assembly. 

Some Swedish advertising men 
and manufacturers are up in arms 
regarding a proposal that Swedish 
manufacturers submit their prod- 
ucts to the government for quality 
control, which, some undisclosed 
objectors have claimed, is lacking 
without government supervision. 
However, the Swedish Advertisers 
Association, unlike some U. S. 
manufacturers, 
does not fear control, that private 
enterprise is strong enough to 
stand it. 

oe & & 

Not to be outdone by other 
guessers in the television field, 
the Boston Edison Company, Bos- 
ton, has come to the conclusion 
that some time during the next 
five or six years, there will be a 
market for about 10,000,000 tele- 
vision receivers throughout the 
nation. 

% * * 

Smaller production of toys will 
probably force Noma Electric Cor- 
poration, New York, to decrease 
its fall pre-Christmas advertising 
schedule this year, and eliminate 
all newspaper insertions. Half 
and full pages, both two-color and 
black-and-white, will run through 
the end of the year in Child Life, 
Children’s Activities, Parent’s 
Magazine, and Two to Six. Albert 
Frank-Guenther Law, New York, 
is the agency. 

oo 

Advertising and merchandising 
of various transit companies is 
likely to get some high voltage 
overhauling. Raymond S. Tomp- 
kins, director of information and 
service of the Baltimore Transit 


se THERE'S PLENTY OF 
BUSINESS IN 


declared that it| 


Company, stirred the coal in the 
fire by telling the annual meeting 
of the transit industry (local street | 
cars, buses, etc.) that intelligent, | 
sustained merchandising is the one | 
thing missing in transit operations. | 

* oe & 

The city council of Roanoke, Va.., | 
is understood to have discussed a) 
proposed tax on advertising (AA, 
Oct. 14) at a recent closed meet- 
ing but to have decided to abandon 
it. The announcement on tax plans | 
contained no reference to it: One| 
measure agreed on to increase rev- | 
enue wads a sales tax of 1% on 
merchants. 

The advertising tax had been in- 
spired, it was said, by three coun- 
cilmen whose recent election was | 
opposed by the Roanoke Times 


ch Ent EN of 


and World-News, both owned, 
with Station WDBJ, by the Times- 
World Corporation. Proposals had 
included a 1-cent-per-copy sales 
tax on newspaper circulation. 

Readers of Dagbladet, evening 
newspaper in Oslo, Norway, Can 
shortly quit searching all over the 
paper for stories “jumped” from 
Page 1. Soon all continued stories 
will be ended on Page 6 which will 
stand as a permanent continuation 
page. 

The Danes are complaining via 
newspaper copy against the British 
policy of sending in English bi-~ 
cycles to serve Denmark’s 2,000,-~ 
000 cyclists. Each imported bi- 
cycle requires a compensating 
export and, with the difference 
in price, the Danes feel that they 
can make about three bicycles to 
Britain’s one at the same price. 


‘Kiplinger Magazine’ 
to Appear Jan. 1 


Kiplinger Magazine, an adless 
monthly for business readers, will 
make its first appearance on Jan. 
1, 1947, published by Kiplinger 
Washington Agency. 

Subtitled “The Changing Times,” 
the new publication, edited by 
W. M. Kiplinger, will deal with 
subjects of economic interest 
treated in brief and non-technical 
style. It will be staff written, 
7x10 inches in size, and available 
by mail subscription only. 


S. African Newspapers 
Start Circulation Audit 


The Newspaper Press Union of 
South Africa, at a congress held 
in Capetown, accepted a proposal 
to institute audited circulation 
figures and permit their publica- 
tion, J. Walter Thompson Com-_ 
pany’s South African office has | 
reported. 

The JWT report said that de-| 


65 
tails have not been disclosed, but 
it is understood that a Central 
Audit Bureau will be set up to 
provide certified returns and that 
non-member publications will be 
invited to participate. ‘“Consider- 
able adjustments are anticipated 
in the existing rates for leading 
media when comparative rates are 
available,” the JWT release notes. 


SUPREME QUALITY 


123 W.Madigon St. Chicago,(2) Lil. 
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... the whole pie—or the prece 


‘ 


| pea January 1, 1947, the Sunday Mirror 
Magazine offers national advertisers a 


choice of full run 
urban circulation. 


or New York City and Sub- 
This means that advertising 


in color gravure or monotone can be bought in 


either of two ways: 


— 


Cire 


yoRK Cl 
aiaiaal In Excess 


FULL 
In Excess © 


Two Colors, 
Four Colors 
Full Page 


FULL RUN 
Monotone, 
Two Colors 


Rates 


(Effective 


Monotone, A 


Agate Line 


Four Colors 
Full Page 
Back Page 


ulation 
TY and SUBURBS 
of 1,200,000 


RUN 
£ 2,150,000 


January 1, 1947) 


Agate Line 


% 


1. METROPOLITAN CIRCULATION — 
New York City and Suburbs — in excess 


of 1,200,000. 


2. FULL CIRCULATION — New York City 
and Suburbs, plus distribution beyond 
fifty miles of New York —in excess of 


2,150,000. 


Here is power—that may be used to accord with 
limited or unlimited production or distribution 
facilities. Here is a realistic solution to problems 


of today. Here is dominant color combined with 


dominant coverage to make your advertising 


pay off in a big way. Here is the intense reader 
appeal of a human interest editorial back- 
ground. And here, also, is editorial balance for 


all-family readership. 


Buy the whole pie—or the piece. Employ the 
power that has pushed the Sunday Mirror Mag- 
azine to new circulation heights, to push your 


sales to new volume heights. 


NEW YORK 
Sunday Mirror 
Magazine 


Circulated with the New York Sunday Mirror, America’s Second Largest Newspaper 
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Appoints Hoyt Agency 

Roth, Rauh & Heckel, Inc., Rip- 
ley, O., manufacturer of Style 
Arch shoes -for women, has ap- 
pointed Charles W. Hoyt Company, 
New York. National magazines 
and dealer help material will be 
used. 


Trade Group to Meet 

The 1947 Chicago World Trade 
Conference will be held Feb. 17 
at the Stevens Hotel. The con- 
ference is sponsored jointly by 
the Chicago Association of Com- 
merce and the Export Managers 
Club of Chicago. 


ssential Papers | 
for covering “ 
NTRATAREAS 


-—2 ee — 


aaa 
~ 


Liindustan Time 
(in English) v ge 


North and Central India constitute half the Indian 
Continent, and take their due share of your exports. 
The HINDUSTAN TIMES (in English) and HINDU- § 
STAN in Hindi) are most widely read Dailies in the 
Capital City (Delhi), in Delhi Province, in the Punjab 
a North-West Frontier Province, the United 
Provinces, Central India and the Central Provinces, 
and the whole of Rajputana. These include the his- 
toric and ae cities of Benares, Lucknow, = =/ 
a 


Jaipur, Cawnpore, walpindi, Lahore, Bikaner, = ak 
Bhopal, Agra, Jodhpur, Allahabad, Jubbulpore, | - 
Nagpur, etc., etc. = é 


e7== 7 = 
Hinodust 
(in Hindi) 
In this vast area, the HINDUSTAN TIMES and HINDUSTAN have an extensive readership 
among the middle and upper classes, to whom the papers’ vigorous Nationalist policy, 
ee winte news service, and modern standards of production make a ready appeal. 
All these readers are potential purchasers of a wide range of manufactured goods. Attract 


thelr interest in your product through the advertising columns of the HINDUSTAN TIMES 
and HINDUSTAN. 


Rates, specimens and full particulars from: 


The HINDUSTAN TIMES LTD., 


2/3 Salisbury Court, Fleet Street, London, E. C. 4. 
Cables: Hintimes London 


SELLS "EM IN COLUMBUS 


ADVERTISERS sell 
through the pages of this 
magazine because readers 
are sold on it. Local pic- 
tures and local features in 
the six Locally-Edited Sun- 
day Magazines attract more 
readers, hold readers 
longer. Too, all six are 
Magazine Sections of 
“first” newspapers, giving 
highest market coverage. 


se 


* MAGAZINE 


Available singly or as a con- 


~ EWSPAPER venient single-order, _single- 
10'S GREATES* SUNDAY N copy package. Write Stan- 
on dard Gravure Corp., Louis- 


ville, Ky.:; or contact anyone 
at Branham Co., Jann & Kelley, 
O'Mara & Ormsbee or Sawyer- 
- - Ferguson-Walker Co. 


Locally-edited Magazines in six major markets 


HOUSTON CHRONICLE 
ATLANTA JOURNAL © 

NEW ORLEANS ws 

TIMES-PICYUNE-STATES — 


COLUMBUS DISPATCH 


1,246,000 total copies each Sunday 


WASHINGTON—Department store New York District 


sales in the U. S. in the week 
ending Oct. 26 were 23% ahead of 
sales the same week of 1945, the 
Federal Reserve Board has re- 


sales up 34% over last year. The 


Philadelphia District 17 27 29 
16 
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Minneapolis District 
Minneapolis 
Se rr (Not available) 
Duluth-Superior . 


Kansas City District 24 36 21 


OS a ee 40 53 . 84 

bo ee 22 40 16 

Raneas City ..... 16 34 30 

ae ee 8 12 1 

oe 4 3 Oklahoma City .. +3 +H ty 

cal an tie Pes 

Buftalo 21.22/11 a0 Bagh | Dallas District 20 23-2 

New York ....... af <5 a) PIER eo 6156's 5 a'W nies 1 15 20 

‘ Fort Worth ..... 22 22 15 
Rochester ....... 15 39 28 

Syracuse Pelee 40 49 43 eee 3 38 27 


San Antonio 
San Francisco Dist. 27 27 29 


Philadelphia ..... 22 29 
ported. : Cleveland District . 16 31 32 Bee Dees APO 5% HH 3 
Pittsburgh, released from its} Akron ........... * O'S) Bow ee F 
power shutdown, and Syracuse} Cincinnati ....... 12 32 0 21 Portland ..... or) a | a >| 
both reported 55% gains, highest] (lcveland -...--- i. : a Salt Lake City... 38 36 24 
in the nation. Sales in Newark Toledo wateereses 13 31 25 er Parteners 
were 9% and in New York 1% be-|_ Pittsburgh ...... 35 55 
. a Richmond District... 0 18 14 : 
low a year ago, as the lingering Washington ee 7 13 a Allen Joins BNF 
truck strike still cut down sales. Baltimore ....... 3 
The Boston (first) reserve dis-| “tiamta District ... 17 27 = 30 ae of te po ‘ ction he a 
-| Birmingham ..... 14 22 55 |the staff of the graduate school of 
trict had the highest gain, with Miami ee ae 55.4.5 ae Hh ‘ journalism, Columbia University, 
A@NTH ..ccccece 


ge ig 34 18 has joined the Brand Names 


rer eer Nashville ........ 19 37 46 | Foundation, New York, in charge 
New York (second) district's 3% Chicago District ... 20 32 25 |of preparation of informational 
gain was lowest in the nation. Chicago ......... 20 30 24 |and educational materials. Mr. 
Scie o Week Ending oe on pall tg 32 22 | Allen practiced law in New York, 
edera eserve et. ct. 2 wee j j j j 
Gintwlet Gna etty 12 19 26 Milwaukee ...... 36 44 26 | was with the National Association 
UNITED STATES .. 15 24 23 | St. Louis District... 18 24 32 |of Manufacturers in a public rela- 
Boston District Pik 1 25 34 a _— teens Ls. be = tions capacity, and served as a 
NCW OEE Feeeee oulsv mm 4460 0% : . ° 
Springfiela 11... ' % Wt &, Gene ..:..... 16 17 30 |major in Army ordance during the 
Providence ...... 2 24 21 Memphis ........ 16 5 ly § 50 | War. 


*Most furniture stores 
today are virtually 
“home goods depart- 
ment stores" .. . sel 
everything for the 
home. Write for litera- 
ture on facts about the 
furniture store market. 


REACHES 


THE MASTER WILL SEE 
YOU NOW 


MORE FURNITURE AND HOME FURNISHINGS STORE 
BUYERS THAN ANY OTHER PUBLICATION IN THE FIELD 


Furniture and home furnishings buy- 
ers aren't snooty ... and they're not 
hard to reach and impress if you tell 
them your story in the pages of 
NATIONAL FURNITURE REVIEW. 
Through REVIEW you always ''get 
in" to see the boss . . . because he 
reads REVIEW. In fact, more furni- 
ture and home furnishings store buy- 
ers read it than any other home 
goods publication. Proof? REVIEW's 
7836 ABC furniture and home fur- 


nishings store coverage is the largest 


in the field. 


a“ 
NATIONAL FURNITURE 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 
ASSOCIATION ® 666 LAKE SHORE DRIVE ® CHICAGO 
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Frozen Food Firm 


Stresses ‘J.I.’ and 
2 U. S. Shields 


STocKTon, CaLt.—Using an ex- 
ceptionally personalized approach, 
John Inglis Frozen Foods here is 
conducting an intensive campaign 
in nine major markets—Boston, 
New York, Chicago, Philadelphia, 
Cleveland, Minneapolis, St. Louis, 
San Francisco and Los Angeles. 

Concentration of merchandise in 
selected markets is based on the 
company’s policy of “complete and 
continuous representation” in the 
areas it enters. 

Stressed in the campaign for 
J. I. Frozen Foods is the fact that 
the brand, almost alone among 
frozen foods, bears both the U. §&. 
government shield of continuous 


has been determined in consumer 
surveys, J. I. officials have told 
AA. The surveys, they assert, 
show that lack of quality stand- 
ards by other brands is a leading 
complaint from buyers. 

All consumer copy is built 
largely around the character 
“J. I.”, who invariably asks such 
questions as, “Have you tried my 
big, juicy apricots?” or “Why don’t 
you come over to my house for 
some of my luscious peaches?” 

The drive is rounded out by 
extensive use of point-of-sale ma- 
terial and publicity releases to 
leading magazines, newspapers 
and radio stations. 

Garfield & Guild, San Francisco, 
handles the account. Walter Guild 
of the agency acts as the com- 
pany’s sales director in complete 
charge of merchandising and dis- 
tribution. 


inspection and the “grade A fancy” 


shield. Extensive schedules in Gets Watch Account 


newspapers, trade publications Mido Watch Company of Amer- 
and radio push the “government’s/ica) New York, has appointed 


double-acceptance of the brand.”| Alfred J. Silberstein - Bert Gold- 
Advantage of this selling point|smith, Inc., New York. 


SERVICE. @ @e is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline .. . at a sacri- 
fice of quality .. . is not SERVICE at Faithorn.. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof,. 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone—Whitehall 2300. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
400 N. RUSH STREET * CHICAGO 11 » WHITEHALL 2300 


DAY AND NIGHT SERVICE 


Opens Display Firm 

Edward J. Freedman has re- 
signed as art director of Philip E. 
Wilcox, Inc., New York, to estab- 
lish Edward J. Freedman & Asso- 
ciates, 233 E. 33rd St., New York. 
The new company will specialize 
in quantity display. 


Acquires ‘Sportswear’ 
Vincent Edwards, Inc, New 
York, publisher of over 40 trade 
publications and syndicate serv- 
ices, has acquired the Sportswear, 


published by Fashion Publications, 
Brooklyn. Arnold O. Schwartz will 
continue as publisher and Mildred 
Fields as editor. Sportswear will 
be operated from Edwards’ New 
York office, in conjunction with 
its three other fashion magazines, 
Retail Management, Fur Fashions, 
and Fur Trade Review. 


Kennedy Is Ad Chief 


James H. Kennedy, manager of 
local advertising of the St. Louwis 
Star-Times, has been promoted to 
a newly created position of direc- 
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tor of advertising in which he will 
coordinate the local, national and 
classified advertising activities. 
Norman Basler, assistant local ad- 
vertising manager, has been 
named to succeed Mr. Kennedy as 
local manager. 


Klemtner Names Puccini 

Allen V. Puccini, formerly with 
Schnefel Bros. Corporation and 
with Ritchie & Janvier, Inc., has 
been named media director of 
Paul Klemtner & Co., Newark, 
N. J. 


Makes a 
Market! 


SALES MANAGEMENT'S 1946 “Survey of Buying 


Power” 


ranks Tacoma-Pierce County second 


among Washington State counties in effective 
buying income... in retail sales and population, 
too. Coverage of this primary market is a “must” 
—and that means putting the dominant Tacoma 
News Tribune on every newspaper schedulel 
Circulation now in excess of 60,000 daily. 


The 


REPRESENTED NATIONALLY BY LORENZEN & THOMPSON, INC. 
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68 
Wiley Joins CBS 


John Wiley, formerly publicity | 


director of Lockheed Business En- 
terprises, a Lockheed Aircraft 
subsidiary, has joined the produc- 
tion staff of Columbia Pacific net- 
work audience participation show, 
“Free for All,” 
Richards, who has joined the pub- 
licity department of Foote, Cone & 
Belding, Hollywood. 


replacing Bob) 


‘Named Manager of KVPO 
Frank V. Webb Jr., formerly 


} 


|manager of the Los Angeles office | 


of Lewis H. Avery, Inc., station 
/representative, has been appointed 
general manager of Station KVPO, 
Honolulu, a new 10,000-watt sta- 
tion. The station, an affiliate of 
| ABC, is scheduled to go on the air 
isome time after the first of the 
| year. 


equipped with the NEW, LARGER 1” SWING-O-RING | 


®@ LOOK-—Expensive and Luxurious 
@ FEEL—Like Real Leather 
@® WEAR-—Excellently 
®@ COST—Comparatively Little 


Beaverite binders are made to your order in several colors. 
Write for descriptive folder. 


 BEAVERITE P 


RODUCTS. INC. | 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 
Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX 


Leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 


Boyle-Midway to Launch 
Five Ridz Products 


Boyle-Midway, Inc., New York 
will use two-color pages in Hard- 
ware Age, Hardware Retailer, 
Seed Trade Buyers 
Seed World, beginning this month, 
'to introduce a new Ridz line for 
lawns and gardens. Five products 
will be featured—Ridz garden 
spray, fungicide, weed killer, 
— fertilizer, and cutworm con- 
trol. 
| Business publication advertising 
| will be followed by consumer pro- 
|motion, including insertions in 20 
|home and garden magazines and 
|in Sunday garden pages of news- 
papers. W. Earl Bothwell, Pitts- 
|burgh and New York, is the 
| agency. 


Kent Klothes Appoints 

Kent Klothes, manufacturer-re- 
tailer of women’s and misses’ suits 
and coats, with a factory in West 
New York, N. J., and retail stores 
in several New Jersey towns, has 
appointed William N. Scheer Ad- 
|vertising Agency, Newark. News- 
| papers, radio and direct mail will 
'be used. 


Guide and} 


EAT AND TALK—At eighth annual dinner of New England Newspapers Adver- 
tising Bureau were, left to right, seated, Arthur H. Motley. publisher of Parade, 
principal speaker; James H. Darcey, general manager of the Waterbury Repub- 
lican-American, and William Chandler, president of the American Newspaper 
Publishers Association; standing, Frank L. Ames, Bangor Daily News; Howard 
Booth, Worcester Telegram-Gazette; Col. J. R. Reitemeyer, Hartford Courant; 
Charles E. Sevigny, Fall River Herald-News, and David W. Howe, Burlington 
Free Press. ~ 


CLEVELAND'S 


Ml 


and Lasting sales. 


BASIC as 


BC Network 


CLEVELAND, O. 


STATION 


REACHES AN “‘L” OF 
A BIG MARKET 


i} 


yg 


WJW's Local programming means Leader- 
ship in.a Locale where Listenership is a strong 
Link between the nation's 5th great market 


Creators 
of the Nation’s 


finest advertising 


depend on 


te 
nad 


- Chicago 
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GMA Convention 
Will Spotlight 
Labor Relations 


NEw York—Completely satisfied 
that “elimination of price con- 
trols from almost all food items 
leaves only the threat of strikes 
and work stoppage in the path 
of maximum production,’ the 
Grocery Manufacturers of Amer- 
ica will sound off its 38th annual 
convention, meeting here Nov. 18- 
20, with a discussion of manage- 
ment-employe relations. 

The opening Monday luncheon 
session will hear Austin S. Ingle- 
heart, president, General Foods 
Corporation, speak on “The For- 
gotten Man in Training—The Ex- 
ecutive,” followed by a panel dis- 
cussion on the labor situation, in 
which five will participate under 
the chairmanship of R. Barclay 
Scull, president, William S. Scull 
Company. Panel speakers will in- 
clude E. Wight Bakker, professor 
of economics at Yale University 
and director of the Labor and 
Management Center; Thomas R. 
Reid, vice-president of McCor- 
mick & Co., presidential appointee 
to the International Labor Confer- 
ence in Montreal, and advisor to 
the American delegation; Dr. 
Claude Robinson, president, Opin- 
ion Research Corporation; Robert 
J. Watt, international representa- 
tive, American Federation of 
Labor, and A. J. Schroder II, per- 
sonnel director, Scott Paper Com- 
pany. 


Will Present Award 


The Tuesday luncheon session 
will feature an address by Arthur 
Krock, chief Washington corre- 
spondent for the New York Times, 
and the presentation of the 12th 
annual GMA Scientific Award; 
and Wednesday’s luncheon speaker 
will be D. A. Fitzgerald, secretary- 
general of the International Emer- 
gency Food Council, who will re- 
port on the “World Food Situa- 
tion.” Highlight of the Tuesday 
morning session will be an address 
on the Russian food situation by 
John Strohm, author and world 
traveler, who returned recently 
from an 11 months’ tour of Russia 
and other European countries. 

The final speaker Wednesday 
afternoon will be Sumner S. Kit- 
telle of the law firm of Kittelle, 
Sawyer & Lamb, who will discuss 
the A&P Danville case. 

Other sessions will be ,devoted 
to discussions of marketing and 
distribution and public relations, 
which will be headlined by James 
Young, chairman of the Adver- 
tising Council; A. C. Nielsen, presi- 
dent of A. C. Nielsen Company; 
Patsy D’Agostino, head of Margus, 
and Joseph B. Hall, president of 
Kroger Company. 


Mutual Adds Two 


Former Agency Men 


F. Carleton McVarish, director 
of merchandising and research for 
the Yankee Network for 14 years 
prior to the war, has been ap- 
pointed manager of audience pro- 
motion of the Mutual Broadcast- 
ing System. He takes over duties 
formerly assigned to Hal Coulter, 
director of promotion. Mr. Mc- 
Varish recently has been an ac- 
count executive with the H. B. 
Humphrey Company, Boston ad- 
vertising agency. 

George Comtois has joined Mu- 
tual as an account executive on 
the eastern sales staff. A former 
account executive in New York for 
station WLW, Cincinnati, he was 


_ radio director of Federal: Advertis- 


ing Agency, New York, for five 
years. 


NEWA Tells Program 


“Program for Progress,” a 32- 
page illustrated booklet, has been 
published by the National Elec- 
trical Wholesalers Association, 
New York, giving the organiza- 
tion’s method of operation and 
activities. 


Doubles Ad Budget 
for New Wallpaper Line 


Imperial Paper & Color Corpora- 
tion, Glens Falls, N. Y., has 
doubled its advertising appropria- 
tion to introduce its new line of 
washable wallpapers. Copy, sched- 
uled for national magazines, will 
stress Imperial’s style leadership 
in the field of wall decoration. 

Publications scheduled, through 
J. M. Mathes, Inc., New York, in- 
clude American Home, Better 
Homes & Gardens, Good House- 
keeping, House Beautiful, House & 
Garden and Ladies’ Home Journal. 


Fredman to ‘Commerce’ 


Herbert Fredman has resigned 
as financial editor of the Chicago 
Journal of Commerce to join the 
editorial staff of Commerce Maga- 
zine, Chicago. 


Libby Breaks 
Baby Food Copy 


CuIcAGO—With newspaper space 
in 30 of the nation’s ' markets, 
Libby, McNeill & Libby last week 
began boosting its baby foods on 
a schedule that will continue 
through the early months of 1947. 

Libby is using 54 newspapers, 
with 500 and 300-line ads on an 
almost one-per-week schedule. In 
addition, the company is using di- 
rect mail to reach mothers in the 
market areas. It will also use con- 
tinuing copy in baby magazines 
and medical journals, as well as 
direct mail to doctors. 

At the same time, Libby an- 
nounced that it is conducting an 
experimental marketing test in 


Milwaukee for frozen food items. 
It did not disclose details of the 
venture. 

J. Walter Thompson Company, 
Chicago, is the agency. 


WGN Gets Video Permit 


The Federal Communications 
Commission has issued a construc- 
tion permit for a television station 
to WGN, Inc., Chicago. The new 
station, for which call letters have 
not yet been decided, will broad- 
cast on channel 9 or 186-192 meg- 
acycles and will have an effective 
radiated video power of 18.4 kilo- 
watts and audio power of 11 kilo- 
watts. | Construction will begin 
immediately on the transmitter, 
which will be located in Tribune 
Tower, with the antenna atop the 
tower. The station expects to be 
in the television programming field 
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by next May or June when deliv- 
ery of the necessary equipment, 
now on order, is expected. 


Two Name Scanlon A.M. 


Richard M. Scanlon, formerly 
advertising manager of General 
Cable Corporation, New York, has 
been appointed advertising man- 
ager of Prima Products, Inc., New 
York, and Waverly Products, Inc., 
Bridgeport, Conn., dividing his 
time between the two. 


y SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
Artkraft* nuwlenainn Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Y/ 


"Trademarks Reg. U.S. Pat OF. 


A POTENT WEAPON IN PUBLIC RELATIONS 


When millions of people read your public relations releases—that’s 


good. 


When many of them read your story again . . . analyze what has been 
said . . . and think about it—that’s even better. 


When a substantial number of these readers are persuaded to write 
their own interpretation of the subject—that’s the ultimate in successful 


publicity. 


x * 


In 1944 The Pabst Brewing Co., hampered in the advertising of its 
product by a welter of conflicting state laws and must-nots, invited good- 
will on a national scale by offering $50,000 for the best plans for meeting 
one of our post-war economic problems. 


Yes, a Contest. It was a shining success. Thousands of entries came 
from executives, teachers, professional economists—profound thinkers all— 
the ones who by their position and normal activity mould public opinion. 
Certainly it is a wonderful thing to have established one’s self in the minds 
of such people as the sponsor of this valuable service to the country. 


The timeliness of the project guaranteed the interest of millions of 
readers who did not submit a plan. 


The value of the free publicity alone far exceeded the cost of the prize 
money, the judging service and the direct advertising of the contest. 


Other recent contests with a public relations angle have been spon- 
sored by Lever Bros., Look Magazine, Pepsodent and Tidewater Oil Co. 


among others. 


Appreciation of the importance of public relations is now at an all- 
time high. We can sense the tendency of the experts to use more contests 
as a means of focussing attention on their publicity offerings. 


The judging of such contests is a more delicate operation than the 
judging of the ordinary twenty-five word statement, limerick, or slogan. 


Whether it is a highly technical or simple type of contest, Donnelley 
can help you utilize this potent weapon in building better public relations. 


THE REUBEN WH. DONNELLEY CORPORATION 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


305 EAST 45th STREET 
NEW YORK 17, 


N.Y. 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 


- = = a ; - rn 
6 a = | 
— SS - 
ae | 
| Pt. ee. ee 
— . 
{ | | | 
r- ae 
e, ae 
D- | . Mins 
or alk 
d , : 
un t ee 
yn ie 
3 | | - 
be ‘ } 
4 7 : 
se | nee 
. | . 
| | 
é 
| 
es | is 
| | ee | 
i | | 
| | 
F | 
| ) 
4 | ee | 
: ee eee 
2 ee — 
Zz 
2 | 
it (a 
oe | . 


~ - Advertising Age, November 11, 1946 
® mo 
Ad Rates Are Up The Ad Cost Dilemma a 
' | Despite the fact that advertising costs in many media have de- I 
clined, more and more admen are facing the practical problem of dus 
e but Costs Dro stretching their advertising dollars over the area they want to of 
p cover. sho 
J A simple example points up the problem. Suppose that in 1939 8.6 
| ° the XYZ Mfg. Company bought a single page in the 31 magazines cul: 
as e ld Xpan analyzed by AA; a single 1,000-line ad in the 36 newspapers ana- bas 
i 4 lyzed, and a one-month transportation run in 53 key markets. Now it whi 
SUS EESTI (Continued from Page 1) wants to duplicate that performance. Here’s what happens: ¥ 
was in 1939. CIRCULATION DOLLAR COST acti 
- 5. The price of a nation-wide 1939 1946 1939 1946 be 7 
Conlan’s latest figures | jytgoor showing has increased| 36 mewspapers ...... 11,937,000 14,738,000 $ 19,570 $ 24,090 uc 
for listenership in!/11.3% between 1939 and 1946, but| 31 magazines ........ 43,413,875 55,624,650 122,335 151,565 rise 
WDAY’s coverage |this is a price, rather than a cost| 53 markets, car cards 7 
area showthat WDAY | increase, because it takes no ac- age bette teens pry yore apy ee Py osmehat a 

. count ince j j QUAL .... erence ’ ’ ’ ’ ’ ’ ’ 

gets about six to one . ee Increased dollars needed to maintain schedule............ $ 41,795 to x 
more listeners than New ABC Figures Used Pos 
penser BA y a AA’s survey of magazines and|in 1939 and $2.81 this summer. creased much since 1939, although | a 
eo a NE tage farm papers covered 31 major pub- | Newspaper representatives say|bidding for star talent has run this 
wan € ry, lications, including seven weeklies,|that for all newspapers in the the cost for this type of performer O 
all you have to do is| three general monthlies, eight|U. S., the average rate has prob-|up sharply. The scale for actors, gen 
write WDAY—or ask| women’s magazines, four shelter | ably dropped more than 5% since|sound effects personnel, an- pric 
Free & Peters! magazines, four special and out-|the war started. nouncers and others have included agel 

door magazines and five farm pub- only two 10% increases under 
a lications. Current Audit Bureau| _ Nets Show Time Charges | american Federation of Radio Ar- a 
jy of Circulations figures show that The four national radio net-|tists contracts since the war be- as § 
the combined circulation of these|Works furnished the following] gan. Musicians playing single en- are 
WDAY GETS 61.4% OF | 31 publications averaged 55,624,-| Tate information: gagements have had no increase incr 
; THE AUDIENCE IN 650 per issue during the first half} American Broadcasting Com-|except for extra rehearsal time. The 
of this year. It was 43,413,875 |P@ny, breaking away from Na-|Staff musicians’ rates are about cent 
ITS COVERAGE AREA | during the same months of 1939. | tional Broadcasting Company |the same now as in 1939. was 
While their circulations went|nearly five years ago, had a net| The National Association of te 1 
up 28%, their rates—for single|Charge of $6,677 for 121 stations | Transportation Advertising in New men 
full-page black-and-white ads—|im January, 1942, on half-hour| York told AA that the monthly tae 


STATION B GETS 


STATION C 
GETS 1.2% 


- FREE & PETERS, Ixc, 
National Representative. 


went up only 24%. The total rate 
is now $151,565, against $122,335 


Home, Better Homes & Gardens, 
Capper’s Farmer, Collier’s, Cos- 
mopolitan, Country Gentleman, 
Esquire, Farm Journal, Fortune, 
Good Housekeeping, Harper’s 
Bazaar, House Beautiful, House & 
Garden, Household, Ladies’ Home 
Journal, Life, Look, Mademoiselle, 
McCall’s, The New Yorker, News- 
week,*Outdoor Life, Progressive 
Farmer, Redbook, The Saturday 
Evening Post, Successful Farming, 
Time, Town & Country, Vogue 
and Woman’s Home Companion. 


Magazine Groups Vary 


Interesting differences are shown 
in a breakdown of these magazine 
rates. For the seven weeklies, the 
rate per 1,000 has gone up 9.3%, 
from $2.59 to $2.83. For the farm 
papers, rates have gone up 1.6%, 


evening programs. Its net rate as 
of this month for 203 stations is 


stations, and now, $10,757 for 149 
stations. 

Mutual Broadcasting System: 
$6,856 in 1939; $7,688 in 1942, and 
$7,269 for 290 stations at present. 

NBC: $9,567 in 1939; $11,270 
in 1942 and $11,667 in 1946. Its 
figures are net charges for the 
first of each year, for half-hour 
evening periods. 

Lack of information as to the 
number of stations covered, the 
wattage of the stations, their share 
of available audience, etc., pre- 
vents determination of time cost 
per listener for any or all of the 
four chains. Network executives 
told AA, however, that increases 
in rates until this year have been 
based primarily on addition of 
stations to the networks, increases 
in stations’ power, frequency 
changes giving individual stations 


‘| from $2.26 to $2.07; eight women’s 


from $2.47 to $2.51. The general 


magazines’ rate has dropped 8.4%, Nether Taenerensy, oe. 


It was pointed out that normal 
radio program costs have not in- 


Magazines’ average rate dropped 


average rate for full-run cards in 
53 key markets was $44,867 in 


9.5% OF THE seven years ago. Thus, the aver-|$9,175. 1939 and $52,912 in 1945. In 1939 
AUDIENCE age rate has dropped 3.5%, from| Columbia Broadcasting Sys-|average monthly rides totaled 
$2.82 to $2.72 per 1,000 circulation, |tem’s comparable charges: Sep-/| 852,416,023, compared with 1,271,- 

The 31 magazines include: |tember, 1939, $11,149 for 112 sta-| 120,238 last year. Few car card 

American Magazine, American|tions; July, 1942, $10,378 for 115|rates have increased this year. 


Thus the card rates increased con- 
siderably less than did the num- 
ber of riders. In addition, car 
cards last year were 28 inches 
long, compared with 21 inches in 
1939. 


Outdoor Called ‘Bargain’ 


Kerwin Fulton of Outdoor Ad- 
vertising Incorporated told AA 
that the “increase in cost of poster 
advertising between 1939 and 1946 
varies in individual markets but 
the over-all picture shows that for 
a showing in all cities and towns 
with service, the cost has in- 
creased 11.3% during these seven 
years.” 

Large users of posters reported 
that their costs for outdoor ad- 
vertising have actually gone up 
somewhat more, probably 15%, 
because of a much greater increase 
in the cost of paper and lith- 
ography. They said, however, that 
they feel they are now getting 


10.8%, from $2.96 to $2.64; four 
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wren eo eee 0 0 010.0 010.0 0.000 00.0.0 0.0.0 00.0 0 oe ele. shelter magazines’ rate went down 

PF Fe OOO OOOO OOOO OOK OI 14.3%, from $3.70 to $3.17, and the| & “SON, 

SES @ 00.0 .0.0 *o°e ete eet ee ee. cece. special and outdoor magazines’| @ I hij Bob JMMY BUNK» 

eeee ee rate dropped 14.2%, from $6.25 to ins.; M ~~ 1arry Grove 

oreete geese ($5.35, sity 

oo. *. Magazine Advertising Bureau, “AR T, ETY 

© ose eveves ao ete eee covering these magazines and 

©.0. 0% o%ateteteterete ee ees OO out oer eer ere ererere paid 0 sama Glamour, — MAG hai 

I athfin et and progresswe Farmer a ee . 

Os a 68 64 6 8 6 °° coer etore ere ee. 0.0.0 0 0.0 e 8.e —shows in a Similar survey that 

© eco tere 0101001000006 000000 6 0 0 00 6 0 0 0 8 0 8 the magazines rate per 1,000 has 

ee OOO OIC dropped 5.2% since 1939. The rate 

ee © 9 Oe a a ae @®eees ©0299 ,9,9.° @eeeeeee#ee#2e#8e#8ese for 33 averaged $2.69 in 1939 and 

ovocese.e.ee ° ° for 35 averaged $2.55 for the first 

©,0 9. one part of 1946. (Charm and Glamour 

6° .%e? were not published in 1939.) 

ee 

." Dailies’ Figures Shown 

4 Thirty-six newspapers in 10 im- Urine comes in 

” portant markets were included in B was cont show. 

se the survey. They included dailies q 

a in Chicago (except the Sun, which 

a did not publish in 1939), Cleve- 

* ; land, Detroit, Houston, Los An- ’ A ENIN AT 

*e wee tad geles, Miami, New York, Phila- SOMETHING s H PP G KCMO! 

° “eres eee =| delphia, Portland and St. Louis. There's more to a station than power—and the new KCMO-built 

. e*e a *oe » : hr cuaeit ican programs are keeping right up, in audience response, Gs 

e ee © © creased from 11,937, o 14,738,- , A 

*. w0-0-0-6-° |060 weekdays, while thelr total KCMO towers build toward their 50,000 Watt goal! 

en *o. e s ° |flat or maximum agate line rate Programming to catch the ear of Expanding Mid-America will 

ye “os *-. ‘oe increased from $19.57 to $24.09. continue “to happen’ at KCMO! 

eo" ™ This gives an 0.3% milline de- 

e” ee, | crease. Netionol ° 

ore i. AA also checked milline rates Reprenentetive: larly 
| °° e*. | of dailies in 15 “downstate” cities juhe €.Pemne Co. ronst 
a e%e peje, jin Illinois and Indiana. These suite! 

ore tn oo oe ce cvetete’s | Papers, each of which had 25,000 a oe 

*eroro oo eee ee eee. cree e ooo eee eee eee eee | more circulation in 1939, had why 

a an average milline rate of $2.89 Basic ABC + Kansas City, Mo. unit, 
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more for their money in this selling costs 1 
medium than ever before. MAGAZINE RATE PER 1000 SINCE 1939 The “oso new manifestation| 2° Manage New Station 

de- In the business paper field, In- PERCENTAGE OF CHANGE on the part of advertisers. The , Mitchell F. Stanley has T- 

. of dustrial Marketing made a study | Jus PF epee Ns ip INCREASE h a b h f circ Y|signed from the announcing staff 

to of 91 publications this fall which —_ sect eneeram are Te ae. ave always been chary of Circu-|o¢ Station WNAB, _ Bridgeport, 
i ape gy Boge Rg 3GENERAL MONTHLIES lation and rate increases, but ad-|Conn., to become station manager 

c ; vertising history demonstrates |of WWON, new station in Woon- 

939 8.6% in rates per thousand cir- 8WOMEN’S conclusively that when circulation | socket, R. I., owned by Associated 

nes culation between 1939 and 1946, b é to b : lid d Electronic dterprions Ine. Th 

na- based on the 12-time black-and- | 4SPECIAL & OUTDOORS schaadiie. * cdiueaiiinaiar slmeiemen ts W: k t tati “ 
os , 4SHELTER valuable, advertisers welcome it|/"€w Woonsocket Station goes on 
page rate. in the greatest gobs which they the air Nov. 11 on 1,240 kc. with 

These moderate increases—or SFARM PAPERS =5 can get. 250 watts. 

T actual decreases—do not hold true 7TWEEKLIES | OY Fe 

“ with regard to advertising pro- wee Budgets Must Expand Management Men Meet 

090 duction costs, however, which have lt conan — 1 that ee Management Associa- 

565 "aici asi ieee ee lower than they might be if pro-) Advertisers meetings, where pub- jtee Sadeote a ge Pi “= i = psa Fe ery — 

hie have gone up a minimum of 20% ; ae ae ee Beye Ba ig age ane hg bag — further | expanded above wartime levels in| House, Chica go, Nov. 14-15. r 

567 and marginal operators have had “a aan Ge Gee ee it “4 — gee — oped under | most cases to permit continuation 

195 to raise prices considerably more.|1,,ye an important effect on — — : . wi a... looked at/or expansion of schedules, but in coi 

| Postage costs have remained static, lego with a fishy eye. While most ad- | view of the greater values which 
and over-all costs for large mail- g. vertisers welcome increased cir- advertising media are now able ‘Super-glo oT: > 
ough =| ings ave thavdlese set tnoveseed Marginal Circulation Feared culation when it is healthy, to deliver, as well as the greater 

- run this saueh. some have an uneasy suspicion | potential market for’all kinds of @ 

yrmer Cine calle whee weeeniel te 2. Increasing resistance to|that it is possible to have too|goods and services, plus the re- ° 

ctors, general relation to the wage and rene circulations is being mani- much of a good thing, and that | appearance of a more normal mar- LUMINESCENT DECALS: 

, @- | orice structure. Advertisers and ested, as was evident at the re- additional circulation may repre- ket, such expansion of advertising Ask for || CARDY-LUNDMARK CO. 

luded agencies told AA that the cost of cent Audit Bureau of Circula- sent marginal buyers or duplica-| budgets dollarwise appears sound Samples {| 1801 BYRON ST. — CHICAGO 

"os color plates, for example, has gone tions and Association of National} tion which ultimately tend to raise | and reasonable. 

O r: “way up,” in some cases as much 

r be- as 50%. Typesetting costs, which 

e en- are currently going up again, have 

rease increased 30% or more since 1939. 

time. The Monthly Labor Review re- T 

about cently reported printing trades BK r 
wage rates up 14.6% from 1939 QO 

n of to 1945, and wage rates in com- 

1 New mercial and newspaper shops have 

mnthly increased from 10 to 20% more 

rds in in most cities since the war ended. 

67 in Paper costs are estimated to have 

1 1939 increased 25% since 1939. 

otaled Recently G. M. Basford Com- 

| ,271,- pany reported that engraving costs 

card have increased 31% since 1940, 

year. electros have gone up 48% and 

i con- typography 32%, while art costs 

num-~ have soared 85% above prewar 

1, hie levels. 

on re Reverses Postwar Trend 

These figures seem to demon- 

’ strate conclusively that the ad- 

ore vertising structure is coming out 

i AA of the war in far better shape 

poster than it went into it. The upward 

41946 cost-price spiral which has caught 

rg oe ' the general economy has been 

sah oe greatly mitigated or indeed en- 

| Palawan tirely reversed in the case of 

ero major media, so that a dollar spent 
for advertising now returns greater 

seven value than a dollar spent for al- 

| most any other commodity or 

ghea service. 

ne up When the doubled national in- 

15% come since 1939 is taken into ac- 

een count, with its tremendously 

| lith- heightened possibilities for the sale ’ a sii. il ° 

e, that of all kinds of goods and services, Dinner for two in a smart hotel—or the family's night out at the neighborhood cafe— 

: i Ss n e obvious . . . 

getting |. dollar of advertising, ‘ataiti- both help to swell total restaurant sales in this area . . . During the last prewar year, 
gently used, can go farther and people in the Nashville market area spent more than || million dollars in eating places 
do more work now than ever be- . @. ¢ —" ° ° 
fore. alone . . . This is just an indication of the buying market that you can count on for 
ht me one we, , increased year in, year out sales .. . Expand your sales in this territory by selling 190,000 radio 
vertising, and increased dollar ad- families first .. . They have the most money to spend—and a large part of them listen 
vertising rates, even though ac- to th ul h b d WSIX 
companied by tasters Which make o the many popular shows broadcast over : 
the rates “better buys” than be- 
fore, pose problems of consider- 
able importance and difficulty to REFERENCE DATA 
advertising men. 

Face Two Difficulties MARKETS EDIMION 

Advertisers whose budgets rep- AMERICAN © MUTUAL 
resent a fixed sum of dollars are 
obviously faced with the alter- 
native of getting more dollars to 5,000 WATTS 
maintain or expand existing sched- ; 
ules, or of fitting the same number 
of dollars to contracted schedules. 980 KILOCYCLES 
Even advertisers whose budget is 
based on one or another form of 


percentage of sales may find them- | 
selves squeezed somewhat, al- 
though the rising general price 
level should automatically take | 
care of a substantial part of their eg 
problem. , 


of Tennessee's 


Oe Capital City 


jc 
The Nor 


The principal difficulties which | National Representative : SSS 
are facing advertisers at present | NASHVILLE Nhhnlil| TENNESSEE 


niu | 


THE KATZ AGENCY, INC. WH 


because of increased dollar costs | 

of advertising are twofold: 

1. Many advertisers, particu- 

larly in the capital goods and 

consumer durables fields, are still 
suffering from inability to produce 
all the goods which can be sold, 
so that advertising allocations per 
unit, or per dollar of sales, are 
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WSIX gives you all three: Market, Coverage, Economy 
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Gasoline is Cheaper than Bottled Water!..---°° j. Walter Thompson Company 15 
For Free: A booklet, “Does Distribution Cost too Much?" }, Walter Thompson Company 
_ The Upjohn Company 28 


Live a Long, Full Life. . 
glas McAdams 


sease Can Help You 
William Dou 


Pharmaceuticals 


How Heart Di 
For Sale: 


Manhattan Company 31 


Bank of the 
Kenyon & Eckhardt, Inc.. 


d Gota Customer!. 


He Applied for 4 Loan — an 
For Sale: Complete trust service 
Reading Time: a Re aera ae RKO Pathe, Inc. 37 
For Free: “The Rooster Crows, @ booklet about business films Foote, Cone & Belding 
The Girl Who Has Smiled for 100 Years..----70000 0" James Lees & Sons Co. 43 
For Sale: Knitting yorns and carpets Moser & Cotins, Inc. 
Jenkins Bros. 105 


a gk ae eee? eo 


mmercial, engineering and industrial service 


"Chicken Feed, eh.- = 


For Sale: Valves for co 


ptical Company 115 


American 12) 
Sutherland-Abbott 


RCT eile ae 


First Aid is Second Best 


For Sale: Safety goggles 
117 


5 an Sirrine & Co. 


Without Honor — Anywhere.--- 000°" 
The Roland G. —. Ullman Organization 


A Profit is Not 


For Sale: Engineering service 
When Kansas eM kitrecszasrres tee Felt & Tarrant Mfg. Co. 193 
eter adding-calculating machines N. W. Ayer & Son, Inc. 


For Sale: Comptom 


w. C. Ritchie and Company 257 


Stanley Pflaum Associates 


RRO os ara 


The Tale of a Sale 
For Sale: Packaging 
A Simple Way to Make Ends ei nc ha sereeee ett Cook Electric Company 268 
For Sale: Offset joints Technographics, Inc. 
ation 274 


_ Clearing Machine Corpor 
William K. Grimm & Co. 


Overture to Low Cost Production 


For Sale: esses 


Hydraulic PF 


mber considered 


of 290 ads in Nove 
rofessionals. 


a random dozen 
by advertising’s best Pp 


h for FORTUNE” 


THE AGE 
NCIES who create the advertisement 
Ss 


in FORTUNE may well be pleased with the 
results of our newest general readership 
survey: not only do a whopping 94.7% of 
FORTUNE’s subscribers always read the 
ads, but 22.7% regularly read the advertising 


twice or more. 


And because FORTUNE’s subscribers are 
eau Men who read FORTUNE for 
business as well as pleasure, no wonder 
FORTUNE makes traceable sales for its 
advertisers. No wonder these advertise- 
ments, and the 278 others in the Novem- 
ber issue, are the best-selling ads in In- 


dustry. 


FORTUNE 


w 
HERE INDUSTRY’S BEST BUYERS 


R 
EAD ADVERTISING’S BEST SELLERS 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


Sees 


STATLER FIRST—The Statler-operated Pennsylvania in New York is the first 

U. S. hotel to install television sets in "selected" guest rooms. Looking at one 

of the receivers are (left to right): Harold B. Callis, Statler vice-president; 

James J. McCabe, general manager of the Pennsylvania; John L. Hennessy, 

Statler board chairman, and Arthur F. Douglas, Statler president. The Pennsyl- 

vania also has installed video sets in its cocktail lounge and private dining 
rooms. 


ALCOHOL AWAY—Preparing to whisk 
away all traces of the alcoholic drink 
he has just taken, James R. Bullock, 
account executive with the John H. 
Riordan advertising agency, Los An- 
geles, eyes the breath-taking tablet 
being presented by Donna Courter, 
secretary for Bacardi Imports. Mr. 
Bullock recently convinced four LA 
newspapermen and a liquor trade pa- 
per representative that his breath-kill- 
ing tablet, Whisk, "whisks away a liquid 
breath so that even your wife won't 


- ae safe 
Sorel (Jeatly¢— 
- a << A GENUINE HAND-WOVEN ORIENTAL RUG 


BORN OF AN ART CENTURIES OLD....... 


In yous dining room—a floral path of neverending 
beauty ...a joy forever... your precious oriental! 
This luxurious mig cannot be, dated, Ir in at home 


Small wander, then, that its luxurious quality adds 
beauty to your manner of living .. . sparkle and indi- 
viduality to the decorative morif of your coom. Small 


HICKS IS HOST—Lawrence Boles Hicks, left, gave a party to celebrate the 
opening of his new agency offices in the Empire State building. The guests 
lined up here are Bill Leahon, of Vogue; Tom Piersal of Woman's Home Com- 
panion; Vincent Walsh, True Story Magazine, and W. S. May, Sears, Roebuck. 


PROGRAM GETS SEND-OFF—Shown awaiting the premier broadcast of Elgin 

American's expensive new ‘Wayne King Show," which is heard over WBBM 

in Chicago while grooming for network airing, are, left to right: Frank Falknor, 

assistant general manager of WBBM; Irving D. Auspitz of Elgin's agency, Weiss 
& Geller, and Allen B. Gellman, president of the watch company. 


TELEVISION TEACHERS—Developments in television and advantages of ex- 

perimenting with the medium now were shown to clients and account executives 

at a symposium held in the radio studios of Ruthrauff & Ryan, Chicago. Speak- 

ers were, left to right: Erwin Shane, editor of Televisor; Ardien B. Rodner, Com- 

monwealth Edison Co.; Fran Harris, Ruthrauff & Ryan; Paul Mowrey, supervisor 
of television, ABC, and Norman C. Lindquist, Commonwealth Edison. 


TIME-SAVER—First of General Mills’ 
postwar food products is apple Pye- 
quick, a prepared pie mix complete 
with both pastry and filling. The new 
mix is now in production and will be 
available in some markets soon. 


THE STYLE—Lois Andrews, film star, 

discusses her new job as California 

fashion consultant of Mayfair with the 

magazine's western ad manager, Ren 

Averill, right, and his assistant, Warren 
Ross. 


in any home, with the decoration of any period. 
Born of an art centuries old, its rich colom amd — your home 
exquisite hand-woven pattern mellow with the years. ORIENTAL RUG INSTITUTE, INC. NEW YORK, N, ¥. 


FOR NEVER-ENDING BEAUTY AND PROPRIETY Decorate with Oriental 


wonder you are everlastingly proud to possess it in 


OPENER FOR RUG IMPORTERS—Appearing in the November issue of House 

& Garden, this color page is the first cooperative ad to be sponsored by the 

Oriental Rug Institute, New York. The present schedule, calling for two more 
pages in color, may be expanded in the future. 


EMBLEM APPROVED—With Administrator Robert M. Littlejohn looking on, 
Northrop Clarey (left), War Assets Administration deputy director for infor- 
mation and advertising, points to a new emblem which will be used in national 
and regional ads. One of 32 submitted, the emblem was created by Julian 
Archer, art director of Fuller & Smith & Ross, WAA agency for national 
advertising. Lettering was by Tony Bonagura and Frank Bertusca. 


OLD-TIMERS SWAP TALL TALES—Chicago's famed Circulation Round Table, composed of circulation executives on busi- 
ness papers, farm papers and general magazines, celebrated its 25th anniversary with a dinner during ABC week. The club 
has never had any dues or officers. 
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‘PM’ to Take Ads: 


Ingersoll Resigns 
on Policy Shiff 


NEw YorK—A bold and loftily 
inspired experiment—to publish a 
metropolitan newspaper of mass 
circulation without benefit of ad- 
vertising — was written off as a 
financial failure this week when 
Marshall Field announced that his 
six-year-old Manhattan tabloid, 
PM, will begin taking advertising. 

Simultaneously the paper’s 
founding editor and guiding spirit, 
Ralph Ingersoll, who wished to 
continue the policy of depending 
upon circulation income alone, re- 
signed “as a matter of principle.” 

Mr. Field named John P. Lewis, 
longtime managing editor, as edi- 
tor, and announced that Max Ler- 
ner would continue as chief edi- 
torial writer and Lowell L. Leake 


as business manager. 

| PM broke the news in its Nov. 
(5 edition, printing Mr. Ingersoll’s 
letter of resignation and Mr. 
Field’s letter of acceptance in full 
following a brief “announcement” 
by the publisher. “PM has decided 
to open its pages to advertising,” 
the terse statement said. “Plans 
are now under way to set up an 
advertising department.” 


To Issue Rates 


The New York Times, giving 
full coverage to the story, quoted 
Mr. Lewis as announcing that 
“Some time after Thanksgiving we 
will enter into the advertising 
business in a limited way,” the 
limitation’ being necessary, he 
added, because of lack of press 
and mechanical facilities. Mr. 
Leake, however, told AA that 
“Rate cards and other information 
will be issued later this week,” 
adding that “we are not going out 
after a big showing in linage at 
the start. For a while we will just 
take what comes in.” 

PM, however, printed its first 


advertising the following day—six 
50-line insertions placed by Mc- 
Cann-Erickson fer WCBS, key 
CBS station in New York, plug- 
ging programs. In the news col- 
umns, PM announced: “While PM 
was not prepared to take adver- 
tising so soon, the space buyers 
overpowered PM’s business man- 
ager, Lowell L. Leake, and per- 
suaded him to take Columbia’s 
advertising as the first to appear 
in PM.” 

The story added that “through- 
out yesterday, Leake was deluged 
with calls from advertisers and 
agencies eager to place advertis- 
ing.” 

Mr. Ingersoll’s future plans 
were not disclosed. Callers at PM 
were told he was no longer there. 

Asked whether PM will carry 
classified .advertising, Mr. Leake 
said the paper “will take some, but 
won’t make any push for it.” 
Asked whether an _ advertising 
manager will be named, the busi- 
ness manager said, “Not soon.” 

The decision to end PM’s long, 
wavering, keenly-watched experi- 
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ment was a not entirely unex- 
pected bolt of news to newspaper 
and advertising circles. It fol- 
lowed a last, desperate appeal to 
PM readers early last summer to 
help the paper get 100,000 addi- 
tional subscribers as an alterna- 
tive to introducing advertising 
(AA, June 17). The appeal fell 
far short of its goal. 


Reviews Paper’s Founding 


Mr. Ingersoll apparently held 
out alone against advertising. In 
his letter of resignation, he pointed 
out: 

“Tt has always been your (Mr. 
Field’s) position that you would 
only meet PM’s losses as a step 
toward its establishment as a self- 
supporting paper. Neither you 
nor I want or intend PM ever to 
be a subsidized paper. True inde- 
pendence for PM can only be 
secured by PM’s ability to pay its 
own way. Personally, I am con- 
vinced that PM can do the job by 
continuing to expand its circula- 
tion over a period of years, and 
that once we have passed this in- 


“Based on actual results we are renewing 


our schedule in The Rotarian” 


Says Kesed —_—— 


SALES MANAGER, BELTONE HEARING AID COMPANY 


Reproduction of a one-half column advertisement from 
The Rotarian prepared and placed by H. 


Company, 


Chicago, advertising agency for Beltone. 


consistently. 
“Although inquiry cost from The Rotarian is 


be excellent prospects for us. 
“We are pleased to advise you that, based on 


x * 


As we have advertised in your magazine every 
month for the last year, it might be interesting to 
you to know why we have continued with you so 


not the lowest on our list, our dealers have found 
the quality of the inquiries is very high. The busi- 
ness executives who read your magazine have the 
money to buy what they need and have proven to 


actual results, we are renewing our schedule in 
The Rotarian for another year.” 


Beltone, like other national advertisers, has profited from 
reaching the executive audience served by The Rotarian. 
These men buy and influence buying for their businesses, 
their homes, and their communities. The Rotarian gives 
you leader-reader interest. Net paid circulation (ABC) for 
June, 1946, was 230,201—and still growing. 


A new and comprehensive survey, just completed, re- 


M. Gross 


veals interesting facts and figures about the buying power 
and influence of this important audience. Ask for a digest 
of these facts titled ‘A Typical Reader’”’ 


. no obligation. 


» Rotarian « ® 


_-<") 35 East Wacker Drive, Chicago 1, MI. 


» New York Office: 125 East 46th Street. 
New York 17, New York — 


oo 


Pacific Coast Office: 681 Market Street 
San Francisco: 5. California 


flationary period, circulation reve- 
nue will pay the bills again. 

“On the other hand, you have 
long felt that it would be no com- 
promise with PM’s principles to 
sell advertising space in the paper 
and, in the effort to make PM self- 
supporting, you have decided that 
this should be done. I certainly 
would not want to say—nor do I 
believe—that putting advertising 
in PM would alter PM’s allegiance 
to its editorial principles. We have 
all worked together too long for me 
to have any doubts as to where all 
your hearts lie. But...I am in- 
volved in the policy of not selling 
advertising in PM, as a matter of 
principle. 

“Despite much misquotation, I 
remain no enemy of advertising as 
such—and in my time, I have both 
bought it and sold it. But adver- 
tising in PM is something else 
again.” 


Woven Into Fabric 


““No advertising in PM’ is 
woven into the fabric of my con- 
ception of the paper and my con- 
viction remains unshaken that 
there should be at least one mass 
newspaper in this country sup- 
ported solely by its readers.” 

Mr. Field, in his reply, ex- 
pressed the feeling that “PM has 
been a going institution for over 
six years. It is now a well-estab- 
lished force in the newspaper 
world. No one can mistake the 
things it stands for and the things 
its editors stand for. And there- 
fore no one can believe that to 
take advertising now can in any 
way result’‘in a compromise with 
PM’s principles. 


continued ree “tha 


“Indeed,” he 
light of established ¢har#’ 
acter, cannot but help feeling that 


there is more potential danger to 
PM’s independence in the fact 
that its existence so largely de- 
pends on whether one man desires 
to support it than could possibly 
arise from accepting support from 
the advertisers of the community. 

“T cannot justify to myself—or, 
indeed, to the public—the continu- 
ous meeting of the deficits of an 
institution which, if it is to fulfill 
its function, should pay its own 
way and thus provide for its own 
continued growth and develop- 
ment.” 

Mr.’ Field noted that Mr. Inger- 
soll, while giving up PM’s editor- 
ship, had “expressed a willingness” 
to continue to consult with the 
publisher “in connection with PM’s 
problems.” 

Mr. Field—whose other publish- 
ing enterprises, the Chicago Sun 
and Parade, have accepted adver- 
tising all along—is reported to 
have poured a total in excess of 
$4,300,000 into the PM experiment 
since its start in 1940. 


30 Magazines Support 
Sister Kenny Fund 


Advertisements, editorials and 
features in the November and De- 
cember issues of 30 national maga- 
zines will help launch the third 
annual Sister Kenny Fund, reports 
Kenneth M. Friede, general man- 
ager of Triangle Publications, New 
York, who is chairman of the fund 
appeal’s magazine division. 

These include American Home, 
Better Homes & Gardens, Child 
Life, Conde Nast Publications, Cue, 
Dell Publishing Company, Fawcett 
Publications, Hillman Periodicals, 
Ideal Publications, Liberty, Look, 
Macfadden Women’s Group, Pho- 
toplay and Triangle. 


Starts Harmonica Drive 


International Plastic Harmonica 
Corporation, Newark, maker of 
Magnus all-plastic harmonicas, has 
launched a magazine and radio 
campaign using the slogan ‘What 
you need is a Magnus.” The maga- 
zine schedule includes Esquire, 
Life, Look, New York Times Mag- 
azine, Junior and Senior Scholas- 
tics and Seventeen. Counter cards 
and catalog sheets are also being 
used. Marcel Schulhoff & Co.,, 
New York, is the agency. 
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Advertising Age, November 11, 1946 


Larry Knott Named 
‘Sun’ Ad Director 


Cuicaco — Laurence T. (Larry) 
Knott, who joined the Chicago Sun 
early in 1943, was appointed ad- 
vertising director 
this week, suc- 
ceeding Wallace 
Brooks, who has 
resigned. 

Mr. Knott, pre- 
viously assistant 
advertising di- 
rector, was a 
member of the 
Chicago Trib- 
une’s advertising 
department for 
17 years and was 
serving as assistant classified ad 
manager and acting manager at 
the time he moved over to Mar- 
shall Field’s entry in the morning 
field. He had served in both Chi- 
cago and New York offices of the 
Tribune. 

Mr. Brooks, who joined the Sun 
as advertising director six weeks 
before its initial issue, said he was 
regretfully ending a pleasant as- 
sociation with Mr. Field and “the 
splendid advertising staff that has 
made the Sun’s great advertising 
record, but I have long wanted a 
connection in which I will have 
the opportunity to participate in 
ownership.” He did not disclose 
details of his future plans. 

Mr. Field, publisher and editor 
of the Sun, said he regretted Mr. 
Brooks’ decision to leave “but I 
can understand his desire to ac- 
quire an interest in another busi- 
ness.” Under the first ad direc- 
tor’s guidance, said Mr. Field, the 
Sun’s ad department “has made an 
outstanding record” and “we will 
print nearly 15,000,000 lines of ad- 
vertising this year.” That, Mr. 
Field added, “is several times the 
volume ever achieved by any other 
newspaper in its fifth year and 
50% more than the volume of one 
of the older Chicago dailies.” 


Larry Knott 


Bristol-Myers Appoints 
Elterich to New Post 


Harold N. Elterich, for three 
years vice-president in charge of 
the international division of Grant 
Advertising, New 
York, has joined 
Bristol - Myers 
Company, New 
York, as adver- 
tising manager of 
the international 
division. 

Mr. Elterich 
has been active 
in the field of in- 
ternational ad- 
vertising” since 
1928. Returning 
to America from 
China in 1929, he spent tour 
years as assistant export sales 
manager of H. J. Heinz Com- 
any, Pittsburgh, followed by 
three years as export sales man- 


“ager of Kraft Cheese Company in 


New York. From 1937 to 1941 he 


-headed his own agency, H. N. Elt- 


erich, Inc., and when the United 
States entered the war, became as- 
sociated with the Coordinator of 
Inter-American affairs, in charge 
of the office’s advertising program. 
He joined Grant in 1943. 


Farm Show Postponed 


The 1946 National Farm Show, 
originally scheduled to be held in 
the Chicago Coliseum Nov. 29 
through Dec. 8, has been post- 
poned until late 1947. Marcus W. 
Hinson, manager of the show, said 
that the delay is the result of 
conditions in th. farm implement 
industry, which is not yet in full 
production due to reconversion 
problems. 


Campbell to Buchanan 


Stuart Campbell has joined Bu- 
chanan & Co., New York agency, 
as a senior art director. Mr. 
Campbell has been vice-president 
of Kenyon & Eckhart, and art di- 
rector of Abbott Kimball Com- 
pany and Lawrence C. Gumbinner. 


Last Minute News Flashes 
‘PM’ Tells Ad Rates in New Card 


NEw YorK—The newspaper PM, which instituted advertising last 
week, published its rate card Thursday. The daily and Sunday, local- 
national base rate was fixed at 60 cents an agate line, scaled down 
to 40 cents for 20,000 lines in one year. PM’s current circulation is 
165,000 to 170,000 daily, 190,000 to 200,000 Sundays. The rate card 
offers a 15% commission, but allows no cash discount. No position 
in the paper will be sold, and it reserves the right “to schedule all 
advertising copy in ‘the back of the book,’ after the center fold.” 
(Earlier story on Page 74.) 


Widney Named V.P. of Maxon Agency 

NEw YorK—Carl E. Widney, member of the plans board of Maxon, 
Inc., has been elected a vice-president of the agency. Mr. Widney 
has been with Maxon’s New York office since 1940, serving as account 
executive on the receiver division and earlier on the appliance and 
merchandise divisions of the General Electric accounts. Previously he 
was with Lord & Thomas and was vice-president of Kling-Gibson 
Company. 


WAA Appoints Mathes for Site Sales 

WASHINGTON—War Assets Administration has confirmed by infor- 
mal agreement the appointment of J. M. Mathes, Inc., New York, as 
the advertising agency for Walsh Construction Company, New York, 
contract agent for WAA site sales at four sites in the New York area, 
with property valued at $210,000,000. Billings on the account are esti- 
mated at about $150,000 for the first quarter and perhaps $500,000 a 
year. 


Gilbert Schedules Separate Toy Campaigns 

NEw HAvEN, Conn.—The A. C. Gilbert Company will schedule sepa- 
rate Christmas campaigns in boys’ magazines, railroad magazines, 
Life, Puck—the Comic Weekly, and comic sections of metropolitan 
newspapers for the Erector, American Flver trains, and Gilbert chem- 
istry sets. The American Flyer campaign will introduce locomo- 
tives with both sound and smoke synchronized to the speed of the 
train. Charles W. Hoyt Company, New York, is the agency. 


Winter Plans Magazine Ads for Piano 

New YorkK—Winter & Co. will use black-and-white half pages in 
November issues of American Home, House Beautiful, and The Sat- 
urday Evening Post and in December issues of Better Homes & Gar- 
dens and Parents’ Magazine to promote the Winter piano containing 
the new alumatone plate. A special broadside containing suggestions 
for cooperative ads will be mailed next week. Al Paul Lefton, New 
York, is the agency. 


Bristol-Myers Tests Sentry Hair Dressing 

New YorK—Bristol-Myers Company is exploring the cream oil hair 
dressing market with Sentry, a new product being tested for four 
months in Roanoke, Syracuse, Erie and Grand Rapids. If tests are 
successful, the product will be introduced nationally in mid-1947. 
Newspaper insertions of 600 lines are being used through Doherty, 
Clifford & Shenfield. 


Ludgin Gets Women’s Part of Reliance Account 

Cuicaco—Reliance Mfg. Company has appointed Earle Ludgin & 
Co. here to handle advertising of its women’s division products— 
dresses, sportswear, nightwear, etc.—effective Dec. 1. More than 
$100,000 will be spent in magazines and newspapers. Ruthrauff & 
Ryan continues to handle advertising of “Big Yank” work clothes 
and other products. 


Emerson Starts Drive for ‘Tips’ 

BALTIMORE — Emerson Drug Company has begun a campaign for 
new Tips breath sweetener in candy, drug and grocery trade pub- 
lications and will run a consistent small-space campaign for it in The 
American Weekly and This Week Magazine in 1947, through Batten, 


Barton, Durstine & Osborn, New York. 


Canadian Admen 
Meet Nov. 13-15; 
Talk Reconversion 


Toronto—What the advertising 
profession can do to help Canada 
through the remainder of the re- 
conversion period will be dis- 
cussed by leaders when the Asso- 
ciation of Canadian Advertisers 
holds its 32nd annual and “first 
real peacetime convention since 
1938,” at the Royal York Hotel 
here Nov. 13-15. . 

Advertising executives from 
coast to coast will attend the ses- 
sions, and addresses are scheduled 
by business, media and marketing 
experts from both Canada and 
the U. S. The association, formed 
nearly 35 years ago, has attained 
a membership of 140 companies. 

One of the features will be the 
presentation of awards to several 
Canadian admen for distinguished 
service rendered their profession. 

Speakers at the various lunch- 
eon and dinner affairs will include 
Vernon D. Beatty, advertising 
manager, Swift & Co., Chicago; 
Ralph W. Carney, vice-president, 
Coleman Company, Wichita, Kan., 
who also will conduct a forum 
Nov. 15 on consumer education 
and public relations; Odin Thomas, 
director, Council for Market De- 
velopment, Detroit; B. W. Keight- 


ley, advertising manager, Cana- 
dian Industries Ltd., Montreal; 
O. H. Coelln Jr., editor and pub- 
lisher, Business Screen, Chicago, 
and H. Napier Moore, editorial di- 
rector, Maclean-Hunter Publishing 
Company, Toronto. 


Mark Buckley, Agency 
Chief, Dies on Coast 


Mark Buckley, 35, partner in 
Harrington & Buckley, Advertising, 
San Francisco, died here Nov. 6. 
He had suffered injuries in an 
automobile accident election day 
morning while driving to work. 

Mr. Buckley, former radio di- 
rector of Foote, Cone & Belding in 
San Francisco, formed the agency 
last June with Eugene I. Harring- 
ton, former FC&B office manager. 


Invades Latin America 


John B. Walker & Associates, 
New York, has opened public re- 
lations offices in Buenos Aires, 
Rio de Janeiro, Bogota, Havana 
and Mexico City. In Mexico City 
the company functions as Rela- 
Mex, S. A.; in Rio as John B. 
Walker & Cia. Ltd.; in Buenos 
Aires, Bogota and Havana as In- 
formation Industrial Ltda. 


Foot Week Date Set 


The National Association of 
Chiropodists, Washington, has 
scheduled Foot Health Week for 
May 24-31. 


From Procter & Gamble’ Great Laboratories - 


JUST RELEASED 


TIDE TESTED — Procter & Gamble is 
testing copy for Tide, new washing 
product advertised as safe for all 
fabrics and colors, in Albany and Troy, 
N. Y., Lima, O., Wichita, Kan., Evans- 
ville, Ind., Springfield, Mass., and Sioux 
Falls, S. D. National distribution will 
be completed in the near future. 


Four-Fifths of 
Stations Use Ads 


for Own Promotion 


WASHINGTON — Although 81% of 
the member stations participating 
in an NAB survey receive program 
listings in local newspapers with- 
out charge, nearly 80% of the 
broadcasters buy additional news- 
paper space for station or program 
promotion, the association reported 
this weekend. 

Close to 93% of the stations had 
newspaper listings of their pro- 
grams. In 4% of the cases, gen- 
erally in communities of less than 
50,000, all local newspapers re- 
fused to carry listings. In another 
3%, some, but not all, papers were 
unwilling to carry radio listings. 

Where listings had to be pur- 
chased, stations generally acted in- 
dependently, there being no shar- 
ing of expenses with other stations 
appearing in the listings. Among 
stations whose listings appear in 
local papers, 13% traded space in 
the paper for time on the air. Of 
reporting stations, 30% had affilia- 
tion with newspaper ownership. 


‘Journal-American’ Issues 
50th Birthday Booklet 


The New York Journal-Ameri- 
can, coincident with its 50th an- 
niversary, is distributing a book- 
let called “Fifty Fighting Years” 
to employes, advertisers and their 
agencies, schools of journalism, 
libraries and others. The Hearst 
publication was founded Sept. 28, 
1896, as the New York Evening 
Journal. 

Highlighted in the booklet is 
an historical outline, illustrated 
with old photographs, cartoons 
and drawings of political cam- 
paigns for which the paper has 
fought, with an analysis of the 
content of the present-day Jour- 
nal-American showing the per- 
centage of linage used for news, 
features, public service, etc. 


Revised Fair Trade 
Booklet Issued 


The American Fair Trade Coun- 
cil has issued a new edition of its 
booklet on “The ABC’s of Fair 
Trade,” John W. Anderson, presi- 
dent, has announced. 

The booklet is designed to aid 
manufacturers in planning to pro- 
tect their trademarked products 
through the fair trade laws, and 
sales executives in formulating 
price policies. Copies are avail- 
able without charge from the 
council at 55 W. 42nd St., New 
York 18. 


Four to Hoffman & York 


Hoffman & York, Milwaukee, 
has been named to handle the 
advertising of Dumore Company, 
Racine, Wis., home and industrial 
grinders and hobby tools; Athea 
Laboratories, Inc., Milwaukee, 
shampoo and hand lotion; Marshall 
& Ilsley Bank, Milwaukee, banking 
services, and George Ziegler Com- 
pany, Milwaukee, candies. 


75 


AFA Will Sponsor 
First National 
Essay Contest 


NEw YorK—Newest project be- 
ing conducted by the Advertising 
Federation of America in the field 
of public relations for advertising 
is its first national essay contest 
among high school students, on 
the subject, “What Advertising 
Can Mean to the Future of Amer- 
ica.” 
Success of the plan will depend 
entirely upon cooperation of local 
advertising clubs,. which will ap- 
point local contest committees. The 
winning essay in each local con- 
test will be entered in the na- 
tional, with first prize award an 
all-expense-paid trip to the, fed- 
eration’s 43rd annual convention 
in Boston May 25-28 and $500, in 
cash, to be presented there. Sec- 
ond prize winner will receive $200 
and third prize winner $100. 
Meanwhile, the federation’s ad- 
vertising campaign in’ behalf of 
advertising is expected to break 
early in January. Copy and lay- 
outs for publication advertisements 
(including 12 newspaper inser- 
tions of from 1,000 to 200 lines 
which may be run in series or 
separately) and script for spot 
radio announcements (including 
nine spots on a 16-inch record 
ranging in length from one minute 
down to nine seconds, several pro- 
gram plugs, and.local hitch-hikes 
for national advertisers) are being 
readied. There will also be avail- 
able sample pieces for outdoor 
advertising posters, car cards, en- 
velope stuffers and store display. 
This material will be offered to 
all daily newspapers and com- 
mercial radio stations, although 
plans call for eventual participa- 
tion of weekly newspapers. 

The advertising clubs of Toledo 
and Dayton recently joined the 
AFA, bringing membership to 66. 


Castoria Expands 
Its Use of Films 


New York—Centaur Company, 
division of Sterling Drug, has 
added a list of 900 theaters in 
seven southeastern states which 
will show a 90-foot trailer for 
Castoria. The expansion follows 
the company’s test last year of 
“minute movies” in 300 New Eng- 
land theaters. 

At the same time, the company 
has inaugurated a newspaper cam- 
paign which will appear in 94 
metropolitan newspapers through 
Dec. 17. Newspapers of Chicago, 
Detroit and New York will get 
two additional advertisements 
which will carry the schedule 
through Dec. 27. The newspaper 
drive supplements the company’s 
campaign in 27 magazines. 

Young & Rubicam is the agency. 


Six Join Ad Bureau; 
Bring Total to 1,063 


Six newspapers have joined the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
bringing total membership to a 
record high of 1,063 U. S. and 
Canadian dailies. The bureau now 
claims almost 80% of the total 
circulation of U. S. and Canadian 
dailies. 

The six new member newspa- 
pers include the Dispatch, New 
Kensington, Pa.; News - Gazette, 
Champaign, IIll.; San Antonio 
Light; Star, Muncie, Ind.; Sunday 
News, Manchester, N. Y., and 
Washington Times-Herald. 


Names Dunn Ad Manager 

Tristram Dunn, formerly with J. 
Walter Thompson Company and 
Young & Rubicam, has been ap- 
pointed general advertising man- 
ager to handle the advertising of 
all the lines, both in the United 
States and export field, of Nort- 
ham Warren Corporation, Stam- 
ford, Conn., maker of manicure 


preparations and other cosmetics. 
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which cookie 


would YOU choose? 


Are you eyeing the one on the right? Actually, both are the same 
size—which proves you can’t always trust a first glance. 


Nor can you trust a first glance in examining your newspaper adver- 
tising media in Chicago. 

The power of The Chicago TIMES circulation of almost a half- 
million daily cannot be measured entirely by a fast glance at circulation 
figures. An equally-vital factor is the thoroughness with which The 
TIMES is read. This is extremely important to you, for no sales message 
can influence people who skip past it. 


People will pay attention to your ad in The Chicago TIMES. Here’s 
proof: 


Home delivery readers spend 50 minutes daily reading 
The TIMES. 


Newsstand readers spend 44 minutes daily reading The 
TIMES. | 

(Median figures from five independent readership surveys by Northwestern 
University.) 

The TIMES goes home each evening to approximately a half-million 
representative Chicago families. They are 96 per cent concentrated in 
Chicago and suburbs, close to your retail outlets. You can reach this 
attentive readership through The Chicago TIMES at one of the nation’s 
lowest evening newspaper rates per thousand readers. 
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TO SELL THEM IN CHICAGO, 


TELL THEM IN ‘THI E “TIMES 


CHICAGO'S PICTURE NEWSPAPER 
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